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Antihistamines 
Zoom, Plummet 
in One Season 


Wonder Drug Fizzles 
as Sales Builder 
Despite Fast Start 


By JAMES V. O’GarRA 


New York, July 3—What has 
happened to the fabulous antihis- 
tamine business? The cold remedy 
that started out with a $35,000,000 
annual sales potential—that actu- 
ally made sales of $15,000,000 in 
the introductory period from No- 
vember, 1949, to March, 1950 
that plummeted all the way down 
the hill last winter to $5,000,000 in 
sales? 

What pushed the business off 
the cliff, according to industry and 
advertising executives, boils down 
to bad publicity and sensational 
advertising claims. 

The “bad publicity” consisted 
largely of attacks on the antihista- 
mines’ potential dangers by physi- 
cians and the American Medical 
Assn. 

“These people,” AA 
“publicized instances in which 
antihistamines didn’t work. The 
medical profession said colds are 
caused by a virus and antihista- 
mines don't kill the virus. There- 
fore, the drug is no good. So a 
portion of the medical profession 
set out to disprove the efficacy 
of antihistamines. These people 
got the attention of the nation’s 
press, which did a hatchet job on 
the drug. This was done by the 
simple gimmick of attribution to 
source. 


was told, 


e “The whole industry was de- 


molished by press reports of this | 


type,” AA was told. “Every doctor 
who wanted to gain favor with 
his county medical society got up 


and publicly denounced the reme-| 
innuendoes | 


dy. Insinuations and 
led the public to believe the prod- 
uct was no good—something that 
never was actually proved.” 
Such an eventuality was fore- 
cast by ADVERTISING AGE as long 
(Continued on Page 66) 
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No Other Cigarette Dares to Reveal! 


RALEIGH DARES TO COMPLIMENT ‘TS COMPETITION WITH THIS 


PLAIN w aS eee OF FACT: ALi Le 


oF auaurTy ' 
DIFFERENCE IN CIGARETTES 'S VALUE . 


TTES ARE 
THUS THE ONLY IMPORTANT 


S10 WORDS AND PecrURES. (sei cna Oem") 


UNCONVENTIONAL APPROACH—This full page (tabloid size) ad in full colors 
appeared in 27 newspoper magazine sections throughout the country on June 24, 
and will appear this month in Baltimore and Denver. It can be counted on to upset 


the advertising world because of its two cloims: 


(1) oll cigarets are alike; (2) 


Raleigh spends its advertising money for premiums, instead of space and time. 


Who Kids Who When 
Raleigh Saves on Ads? 


By S. R. BERNSTEIN 

CuIcaco, July 3—“Some weeks 
ago,” writes J. W. Burgard, ad- 
vertising manager, Brown & Wil-| 
liamson Tobacco Corp., Louisville, | 
|to ADVERTISING AGeE’s Eye & Ear! 
Department, “your department 
took exception to the Raleigh com- | 
; mercial being used on our ‘People 
Are Funny’ program. 

“I believe, after reading your 
;comments, that you must have 
been listening to the commercials | 
with only one ear. 

“Since many radio listeners un- 


did find it difficult to tell our Ral- 
eigh story over the air. For this 
reason We are now using printed | 
media to graphically tell our story, | 
which is that 87¢ out of every ad-| 
vertising dollar on Raleighs goes 
as a dividend to our regular Ral- 
eigh smokers. Attached is a re- 
print of this ad and I believe that 
even though you read it with only 
one eye, you will understand the 
story now. 

“We would be the last to dis- 
count the value of advertising. On 
Raleigh we merely spend our ad- 
vertising dollar differently.” 


e What induced this letter was a 
statement in the Eye & Ear De- 
partment in the June 4 AA, which 
said in part, of the Raleigh com- 


' mercials, that they “damn the very 


means they are employing to bring 
themselves to the attention of the 
public. 

‘*How can Raleigh give all these 
wonderful premiums?’, the an- 
nouncer asks—and immediately 
explains that Raleigh is able to do 

(Continued on Page 64) 
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‘Hell with Pin-Pricking.’ Says Hartman... 


Franchised, Paid-for Setup May 
Supplant Fashion Academy Awards 


Packard, Mohawk 


ard president, 


‘Move to Maxon; 
Drewrys Departs 


Derroir, July 6—The Fourth of 
July week may be pretty dull 
most places, but it was anything 
but dul] for Maxon Inc. 

The Detroit agency plucked two 
plums off the advertising account 
tree—Packard Motor Car Co. and 
Mohawk Carpet Co.—for a net 
increase of billings, based on 1950 
expenditures, of about $3,500,000. 

It also dropped one, when 
Carleton S. Smith, president of 
Drewrys Ltd., South Bend, an- 
nounced the resignation of Maxon 
and the appointment, 
immediately, of MacFarland, Ave- 
yard & Co., Chicago, as agency for 
Drewrys ale. Drewrys invested 
about $200,000 in newspaper ad- 


vertising in 1950, according to the | 


Bureau of Advertising 


e Most surprising of the changes 
was that of Packard, which had 
been a Young & Rubicam client 
for 19 years. In announcing that 
it would switch from Y&R to 
Maxon effective Dec. 15, Packard 
went out of its way to express its| 
appreciation of Y&R’s services. 
Asserting that “our regard for | 
Y&R has been and will be only 
the highest,” Hugh J. Ferry, Pack- 
said the decision 
to change had been made only 
after long deliberation and with 
the greatest reluctance. 

AA learned that he wasn’t kid- 
ding; that discussions with Maxon 
have gone on for over a year, and 
that, apparently, no other agen- 
cies were invited to pitch for the 
account. Packard is credited with 

(Continued on Page 4) 


Last Minute News Flashes 


Pepsodent Account Goes to McCann-Erickson 


New York, July 6—Pepsodent Division of Lever Bros. Co.’s adver- 


tising account will go to McCann-Erickson, effective Oct. 


1, following 


an invitation to four agencies (McCann, Ayer, Ruthrauff & Ryan and 
Kenyon & Eckhardt) to submit ideas, strategy and copy in competition 


with Foote, Cone & Belding, the present agency. 
Thomas, its predecessor agency, have handled Pepsodent for 33 vears, | 


FC&B and Lord & 


the entire business life of the product. 


Mission Dry Tests New Orange Base 


Los ANGELEs, July 6—Mission Dry Corp. has introduced its new | 


Mission Orange Base in Toledo, with a test in Denver to follow. The 


product has no connection with the Mission Orange bottling operation, | 


and is a concentrate for making orangeade, selling through food stores. 
Newspaper copy with coupons offering two six-ounce cans for the 
price of one is being used, through McCarty Co., Los Angeles, Mission 


Dry agency. 


Tarplin in Ad Post for Schenley Labs 


LAWRENCEBURG, IND., July 6—E. M. Tarplin has been named to the 
new post of advertising and sales promotion manager for Schenley 
Laboratories Inc., a Schenley Industries affiliate. He joined Schenley 


in 1949. 


(Additional News Flashes on Page 69) 


effective 


By Joun CrIcHTon 


New York, July 5—Next year 
there probably won't be any Fash- 
ion Academy gold medal awards. 

Instead, there likely will be a 
“Gold Seal of Fashion Approval,” 
sponsored by the academy, offered 
to manufacturers who can qualify 
on a franchise basis—and paying 
for the privilege 

This startling shift in the hand- 
ling of the awards, on which some 
$50,000,000 of national advertis- 
ing has been spent—and which 
have proved to be one of the most 
effective merchandising devices of 
the postwar period—stems from 
the atmosphere of suspicion in 
which the awards have operated. 


'@ “The hell with all this pin- 
pricking,” Emil Alvin Hartman 
says of his troubles with the New 
York state department of educa- 
tion and the National Better Busi- 
ness Bureau. “I'll put this on a 
franchise basis and charge for it.” 
This is the latest development in 
the stormy history of the awards, 
and the continuing ugly tide of 
rumors about how they were made 
jand the financial arrangements 
which went with them. 
| Hartman's explanation of the fi- 
nancial arrangements is simple, 
| clear and well documented. Sever- 
al months after the reception of an 
award by a company, the regis- 
trar of the academy writes to that 
company and asks the manufac- 
| turer if he is interested in support- 
}ing the work of the academy in 
training young designers. If he is, 
he may contribute scholarship 
| funds. A scholarship is $2,520. But, 
Hartman says, there is no under- 
| Standing, explicit or tacit, that the 
manufacturer will contribute to 
the school prior to his being given 
an award. 


@ In cases where a manufacturer 
or his agent has suggested that he 
would be glad to contribute as a 
pre-condition to receiving it, he 
has been quietly ushered out, and 
his product withdrawn from con- 
sideration, Hartman says. 

Further, if the manufacturer 
chose to ignore or refuse the regis- 
trar’s letter asking for a contribu- 
tion, it was perfectly acceptable— 
and, as a matter of fact, it fre- 
quently happens, he says. 

Hartman showed this reporter 
| correspondence from manufactur- 
| ers who enclosed a check, and from 
|a housewares manufacturer who 
withdrew from the contribution by 
Saying “at the present time we are 
unable to take advantage of the 
| Suggestion.” 


@ In the case of the manufacturer 
who did not contribute, Hartman 
pointed out that the manufactur- 
er’s agency has since nominated 
two additional products—he pro- 
duced letters to prove the point— 
and he had told them to bring 
them in, that he would see them 
(Continued on Page 40) 
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Dave Laux Named 
Mactadden V.P. 
and Ad Director 


New Yorx, July 6—David N 
Laux, president of Fuller & Laux, 
publishing consultant organiza- 
tion, has been named v. p. and ad- 
vertising director of Macfadden 
Publications, in 
the latest high 
command _ shift 
since recent 
change of control 
of the properties 

Mr. Laux, who 
was publisher of 
Sports Afte'd un- 
til a 
has 
career in 
tising, starting as 


yea 


had a 


ago, 
long 
adver- 


David N. loux 


a space salesman 
when 
Sales 
He moved from there 
to Riddle-Young, 


with Dartnell Publications 
that organization published 
Management 


farm publica- 


want inquiries 
for reeine books 


tion representative organization 


Later he joined Hearst in Chi- 


cago and represented Puck-the 
Comic Weekly when that publi- 
cation was started. He subse- 


quently transferred to The Ameri- 
can Weekly and returned to New 
York as advertising director of 
Pictorial Review when that pub- 


lication was acquired by Hearst 
interests 
After 34 years in the war, 


from which he emerged a lieuten- 
ant colonel, he joined Ruthrauff & 
Ryan as an account executive, 
leaving that post for Sports Afield 
as the result of a sales and mer- 
plan he submitted to 
publication 


chandising 
that 


WCBS Revamps Spot Time: 
Positions to Be Fixed 

Station WCBS, New York, has 
abandoned its’ rotating = station 
break policy and henceforth will 
sell station break announcements 
on a fixed position basis. Night- 
time breaks on the radio station 
now are available for 20 seconds, 
transcribed, or 45 words, live; 


MAKE YOUR PITCH 


ON INQUIRY- PULLING, 
SALES - BUILDING 


On radio stations in 18 leading markets, 


a manufacturer recently offered a booklet. 
Not for free. For 10¢ in cash! 
KDKA's “Shopping Circle” 

Monday through Friday 


lets than any other station.. more than the 


50,000 WATTS 
NBC AFFILIATE 


9-30 AM 


s id more be M rk 


formerly they were 15 seconds or 
35 words. Base rate of $200 for 
Class A breaks remains the same 


Increasing the time for breaks 
will automatically reduce night- 


time signals to five seconds or 12 
words—20 words hitherto. Time 
Signals, which formerly cost as 
much as station breaks, have been 


reduced to a base rate of $100 for 


Class A time. 


Bellows Elects Herbert Link 
Herbert B. Link, v.p. and gen- 


eral manager of Bellows Electric 
Sign Corp., Akron, has been 


elected president, succeeding the 
late L. F. R. Bellows. 


Coty Named Eureka S. M. 

C. Kenneth Coty, formerly with 
Bauer & Black, has been named 
general sales manager of Eureka 
Specialty Printing Co., Scranton, 
Pa. 


Raven Names M.5S. Claire 

M. S. Claire, formerly with Sta- 
tion WMCA, New York, has been 
named radio director of Raven 
Advertising 


( 


second and third stations combined! 
That's the kind of result you can expect 
on 50,000-watt KDKA.. 
a tradition to more than 7 million people 
in the bustling, tri-state Pittsburgh area. 
For further information, get in touch with 


KDKA or Free & Peters. 


KDK A PITTSBURGH 


the station that’s 


©) Westinghouse Radio Stations Inc 
WBZ + WBZA - WOWO - KEX - KYW - KDKA + WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 


YOU AND THAT ATLANTIC SIG 
MEAN MORE TO ME 
THAN PRICE SIGNS! 


Eelaadaaiaielall 


DIRECT—Atlantic Refining tokes a direct 

swipe at gas price wars with full pages 

emphasizing the importance of staying 
with your regular dealer 


Atlantic Refining 
‘Runs Full-Page Ads 
Against Price War 


Advertising Age, July 9, 1951 
making that statement to the at- 
tendant. 

The rest of the copy, which 
shows only two Atlantic insignias, 
is built around that same theme. 
It elaborates on it with the motor- 
ist still speaking and pointing out: 
“So now where's the $5 I saved 
shopping for gasoline bargains? I 
save more coming right in here as 
usual. I know you and you know 
me and you know my car. So I 
don't have to worry about it. I'd 
rather pay the right price and 
have you keep my car on the go.” 


e Following the excellent response 
to the first ads, Atlantic is ex- 
pected to follow up with others 


| on the price situation, even though 


PHILADELPHIA, July 3—Taking 
the gasoline price bull by the 
horns, Atlantic Refining Co. car-| 


ried the price war story directly} 


to the public with a series of full- 
page ads in 13 daily papers in 
seven Pennsylvania and New York 
cities. By breaking this campaign 
on June 28, Atlantic became the 
first major petroleum producer in 
the East even to mention the cur- 
rent price war directly or indi- 
rectly. 

The ads, showing a typical mo- 
torist speaking with an Atlantic 
service station attendant, are head- 
lined: “You and that Atlantic sign 


the company has not officially said 
it plans to expand the drive. 

Cities hit with the first ads in- 
cluded Philadelphia, Reading, 
Harrisburg, Allentown, Buffalo, 
N. Y., Wilkes-Barre and Hazelton. 

N. W. Ayer & Son here is the 
Atlantic agency. 


Dick Brunnenkant Named 


Dick Brunnenkant, formerly 
with Pacific National Advertis- 
ing Agency, has been appointed 
assistant advertising manager of 
Interstate Bakeries Corp., Los An- 
geles. 


White Rock Signs Elliott 

Alternate shows of Win Elliott's 
“Clubhouse Interviews” now are 
being sponsored over Station 
WPIX, New York, by White Rock 
Corp., New York. Kenyon & Eck- 
hardt handles this account. 


‘Gas Heat’ Names Steedle 

Lee Steedle, formerly eastern 
advertising representative, has 
been named assistant advertising 


mean more to me than price manager of Fueloil & Oil Heat 
signs!” The motorist allegedly is and Gas Heat. New York. 


“This is the size we make for the 
Growing Greensboro Market!" 


CCE OO 


PLENTY OF ROOM for more and bigger sales at lower cost 
in the Greensboro 12-County ABC Retail Trading Area of 
North Carolina! One reason: the Growing Greensboro Market 
houses 1/6 of the state’s entire population and accounts for 
1/5 of North Carolina’s total retail AND food sales! With $400 
million annual retail sales (300% gain over 1939), Greensboro 
gives you a huge slice of sales in the leading state of the South- 


east! 


The MAJOR Medium aimed directly at this MAJOR 


Market is the GREENSBORO NEWS and RECORD... 


The only medium with 70°/, coverage in the Greensboro 12-County 
ABC Market, and selling influence in over half of North Carolina! 


Sales Management Figures 


Greensboro- 


News and Record 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 


ee es 

a 

a ee {pa | 
S| 

: a — a ee ) 

3 ee : 

| a 

: i : : — — 3 

Pit - ie & ‘ a ee </ Al . 

ot a _ ( eS Ui, . 

4 é <== Ge 

: - | . ae » : iy 

Bi a 

E \ ZZ 

fs \ = SA 

Bans __§ 

: | ee / 

: Sie 

—_—————— 

: se 


=e 


2.0% of the Soils Couily Aged 


— “The Progressive Farmer is the farm 
magazine that has the greatest influence 
among farm families in my county!” 


Re . EX 6 TW 


THE COUNTY AGRICULTURAL AGENT is the generator of better farming and 
better farm living in the county he serves—a salesman for scientific agriculture, 
with a practical twist. He knows what to do to improve farming and shows 
how to do it through demonstrations. 

Usually born and raised on a farm and trained at an agricultural college, 
the County Agent is the “how-to” man of the United States Department of 
Agriculture. He assimilates information from federal and state agricultural 
experiment stations and carries it to farmers, and he sends farm problems to 
experiment stations and agricultural specialists for study and solution. 

His leadership and good judgment extend through all phases of farming — 
from building a fence to destroying insects, from starting a new pasture to 
stopping erosion. He is an advisor on crops, soils, livestock, management, 
marketing and countless other farm problems. When any farmer has a prob- 
lem, he wants to know: “What does the County Agent say?”’ Farming is good 
where there’s a good County Agent. 


The South 


2250", The Progressive Faxmer 


2,426 County Agricultural Agents 
and Assistant County Agents in the 
14 Southern States were asked to 
finish this statement, in a survey 
recently completed by International 
Business Machines Corporation: “Jn 
my opinion, the one farm magazine 
that has greatest influence among farm 
families of this county is 

950 replied, naming a farm magazine. 


12.6% named The Progressive Farmer 
12.0% named Country Gentleman 


7.8% named Farm and Ranch— 
Southern Agriculturist 


6.1% named Farm Journal 
1.1% named Successful Farming 


0.4% named Capper’s Farmer 


Ask your Progressive Farmer repre- 
sentative to show you the results of 
this and many other surveys of farm 
families, retailers, and wholesalers. 
These surveys consistently show 
overwhelming preference for The 
Progressive Farmer 
in the rural South. 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S. Townsend Co., Son Francisco, Los Angeles 
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Glenn Holder 


Glenn Holder has been = ap- 
farcher & Co., 
charge of the | 
agencys mer- ' 
chandising, re- fe 
search and other 
marketing activi- . 
lies . 

He has served 
in Similiar Capac- 
Schenley Indus- 


Tarcher Names Glenn Holder 
Market, Research Director 
pointed marketing and research 
director of J 

New York Mr ; 

Holder will be in 

ities with Me- 
Cann-Erickson, 

tries, Standard Laboratories and 
Vick Chemical Co 


LIQUIDATOR AND PACKAGE 


FIT YOUR REQUIREMENTS 
DEAS. CO'OR SKETCHES, COPY, AR 
AND PROD ON ASK FOR SAMPLES 


CARDY-LUNDMARK COM 
180) W. BYRON STREET . 


INSERT 


Any 
CHICAGO 13 


PRINTERS 


LUCKY NEWS 


Packard, Mohawk 
Move to Maxon; 
Drewrys Departs 


(Continued from Page 1) 

an expenditure of more than $2,- 
350,000 last year, with $1,428,000 
in newspapers, and the remainder 
in magazines and TV 

Maxon handled Ford advertis- 
ing before the death of Edsel Ford, 
and is generally credited with or- 
ganizing the Ford Dealer Adver- 
tising Fund setup. When J. Wal- 
ter Thompson took over the Ford 
account before the war, with the 
advent of Henry Ford II and a 
complete change in top manage- 
ment, it continued to handle the 
Ford dealer advertising until war- 
time lack of cars eliminated this 
account 


The Mohawk Carpet Mills ac- 
count has been officially a “di- 
rect” account, but the company’s 
television advertising (on which 
it spent practically all of the $851,- 
000 expenditure credited to it for 
last vear) has been handled by 
George R. Nelson Inc., Schenec- 
tady. 

Maxon reported to AA earlier 
this year that its total billing for 
1950 was $22,500,000. The new 
business, which won't have much 
effect on 1951 billings, should give 
the agency a running start at a 


new record volume for 1952, how- New York, July 6 
ever. Jones, chairman of the board of 


the 
nounced his 
company. 
The man 
agency 
and a 
and 
and 
he 


American Steel Names Two 

Carl A. Ten Hoopen, formerly 
eastern district sales manager of 
the cyclone fence division of 
American Steel & Wire Co., has 
been named assistant general sales 
manager in the company’s North 
Chicago, Ill., offices. He is suc- 
ceeded by Joseph F. Boyce, for- 
merly district sales manager in 
Waukegan, Ill. 


RECOGNIZING THE tremendous current interest in 


world affairs, 
ponsoring two 
reports 
"Kenneth Banghart 


The American Tobacco Company is 
eries of five-minute 
on behalf of Lucky Strike cigarettes. 
(shown above) 


radio news 


and the News" 


is heard on NBC, Monday through Friday afternoons 
Arthur Van Horne and the News" is heard on the 
Mutual network, Monday through Friday mornings. 


ALL CLEAR 


"MAKE IT clear 
buy-words for 


make it Schaefer" are the new 
Schaefer Beer, 
F. & M. Schaefer Brewing Co 


product of The 
The phrase was re- 


vealed a word at a time in cartoon teaser ads, 


then carried in display ads, posters. 
and point-of-sale pieces. 
used in radio spots and in 


commercial, it's 


car cards 
As part of a singing 


Dodger-game radio and television broadcasts. 


NEWYORK + BOSTON + 
* MINNEAPOLIS © 


nt FF ALe 


MOTORISTS DRIVE less, buy less 
comes. Usually all oil companies 


sales. 


BATTEN. BARTON, DURSTINI 


{dvertising 
+h ROH 


SAN FRANGCISE 


e seasonal 


Duane Jones Out 
as Agency Head; 
Smith Switches 


Hayes Continues as 


Active Head; Accounts 
Apparently to Stay 


Duane Jones Co., today an- 
from the 


retirement 


total 
saw it 
billings 

was retiring 


billing 


& OSBORN, Ine. 


CLEVELAND + DETR 


* HOLLYWOOD + LOS axon 


oil when winter 


suffer lost 


But last fall Standard 0il Company of 
California, BBDO San Francisco client, 
out New RPM Motor Oil with dominant, 
featuring its atom—aided development. D 
came into stations, said they'd 
bought enough oil to reverse th 


brought 
newsy ads 
rivers 
seen the ads, 
trend. 


TODAY'S CELLOPHANE advertising is geared toa 
tight supply situation. In its full-color Post 
pages, Du Pont features products of industries 
that package in Cellophane before telling its 
own product story. These ads have proved a 


valuable merchandising force — bakers, 


candy 


makers and others whose products have been 
featured have used thousands of reprints. 


Duane 


}@ Mr. 


who started his own 
in 1942 with four accounts 
of $1,200,000 
grow to 17 accounts 
of $13,000,000, 
immediately 
the best interest of a!l concerned.” 

At the same time, AA learned 


Advertising Age, July 9, 1951 


that Ralph Smith, executive v. p. 
and general manager of the com- 


pany, was quit- 
ting to take a 
v.p. post with 


Sullivan, Stauff- 
er, Colwell & 
Bayles. Mr 
Smith’s move was 
said to be unre- 
lated to Mr.@ 
Jones’ retire- 

ment. Robert 
Hayes, president 
of Duane Jones 
Co., told AA he 
had no immediate 
placing Mr. Smith. 


Duane Jones 


plans for re- 


Jones’ action climaxed a 
week in which rumors had it that 
the board chairman and the agen- 
cy had reached a parting of the 
ways. On June 1, 1950, Mr. Jones, 
who had been head of the agency 
since its founding, became chair- 
man of the board, with Mr. Hayes 
moving up from v.p. to the presi- 
dent’s chair. At that time (AA, 
May 22, 50), it was said the move 
was planned to free Mr. Jones 
from administrative duties and 
permit him to work with clients on 
creative and selling problems. 

Mr. Jones, 53, entered the ad 
business in 1923. He had had out- 
standing success with B. T. Bab- 
bitt’s Bab-O cleanser, taking that 
product from seventh to first place 
in dollar volume in its field. He 
was executive v.p. in charge of 
new business with Blackett-Sam- 
ple-Hummert at this time. 


@ In the late ‘30s, he returned to 
the Maxon agency, where he be- 
came a partner, taking the Bab-O 
account along, with the blessing of 
Blackett-Sample-Hummert. When 
he opened his own agency in 
March, 1942, Bab-O stayed with 
him. It remained with Mr. Jones 
until last Jan. 1, when William 
H. Weintraub & Co. snared both 
Bab-O and Glim. 

Born in Ft. Collins, Colo., in 
1897, Mr. Jones was graduated 
from the University of Pennsyl- 
vania. His first agency job came 
in 1923 when he joined the Los 
Angeles office of Lord & Thomas. 
He subsequently was named man- 
ager. He first came East in 1930 
for Lord & Thomas. In New York 
he supervised all phases of the 
RCA and General Electric ac- 
counts. From L&T he moved to 
Maxon as account executive on 
Heinz. Then he went to Benton & 
Bowles to work on Super Suds and 
Palmolive soap. 

A specialist in package goods, 
Mr. Jones saw his agency’s billings 
climb from $1,200,000 in 1942 to 
the $10,000,000 mark in 1946. This 
figure was improved by $2,000,000 
in 1947 and hit the $13,000,000 
level in 1949. Last year the agency 
reported its billings at the same 
$13,000,000 peak—good enough to 
win it 30th place among all agen- 
cies in AA's copyrighted tabula- 
tion. 


Dana Chase Joins NBP 


Dana Chase Publications, Chi- 
cago publisher of Finish, has 
joined National Business Publica- 
tions, Washington. George C. 
Stewart, publisher of Construc- 
tioneer, Newark, N. J., has been 
named chairman of the NBP’s 
membership committee. 


Neidlinger Joins KMOX 


Larry Neidlinger, formerly ad 
manager of Ritepoint Co., has been 
named to head the newly created 
sales service department of Sta- 
tion KMOX, St. Louis. John J. 
Lavin and Don H. Cole have 
joined the station’s locai sales staff. 
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Before you approve your next advertising 


en, 
—a 


budget, better take a fresh look 


at Radio. In the West you reach more people for less money on 
NBC Pacific Coast Network than with any other advertising medium! 


Here’s why radio is still your best buy on the 
Pacific Coast —if you are selling a product or 
service with mass appeal! 

Television in this area reaches only four 
markets—Radioreaches every possible market 
on the Pacific Coast. 

More people now own radios than ever be- 
fore...and NBC Pacific Coast Network now 
reaches 83.5°° of all radio homes—greatest 
mass coverage of all advertising media! 


What’s more, your advertising dollar now 
goes further on NBC Pacific Coast Network. 
It’s a better buy than ever. Cost per 1000 
homes is down 15‘ for nighttime, compared 
with 1944...daytime is down 33‘: over 1944. 

Choice network time is available on NBC 
Pacific Coast Network. Consult your nearest 
NBC Sales Office for the “case history” facts 
on the great selling job radio can do for you 
in America’s fastest growing sales area. 


WESTERN NETWORK - NATIONAL BROADCASTING COMPANY 
HOLLYWOOD - SAN FRANCISCO - CHICAGO - NEW YORK « A Division of Radio Corporation of America 
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Coca-Cola Buys TV Show 


Coca-Cola Bottling Co. of New 
York is sponsoring Hands of 
Destiny’ over Station WABD. 
Time for the program—Fridays, 
9-9:30 p.m EDT-—-was bought 


through William Esty Co 


Lanston Elects Tribble 


Lanston Monotype Co., Philadel- 
phia, has elected George E. Tribble 
president. He succeeds Joseph F 
Costell who has been retained 

consultant 


Casler. Hempstead Moves 
Hempstead & Hanford 
Chicago agency ha moved to 

rger quarters at 810 N. Michigan 
\ve 


a hotography + Reportine 
senments covered trom coast to coast tor 
vertising, editorial and research purposes. 


Sites onennent on senvick 


38 PARK PLACE, NEWARK 2 wd 


“We Have Advertised 
in Kansas Farmer 


for 25 


Say LEON A. DODSON, GLENN R. DODSON 


E. A. W. Schulenberg, 


Marshutz, president, “and his ex- 


perience is too valuable an asset 
4 for us to let him get completely 
Dean of St. Louis away from us.” 
s s Mr. Schulenberg will also devote 
Media Men, Retires some of his time to a growing 
St. Louis, July 3—E. A. W. Young agency—Warner, Schulen- 
Schulenberg, one of the best berg, Todd & Associates, St. Louis 
known media directors in the ~in Which his son and son-in-law 
country, has re- are interested. 
tired as vice- 
president and di- Blatz Adds Newscasts 
rector of media As an expansion of its radio 
and research of news coverage, Blatz Brewing Co.., 
Gardner Adver- Milwaukee, has started sponsor- 
tising Co ing the “Mutual Newsreel.” Time 
Mr. Schulen- on MBS weekdays from 7:45 to 
Singita = 8 p.m., EDT—-was bought through 
aerg ahs ne * William H. Weintraub & Co., New 
vears with Gard- , >). a 
York. Blatz also is carrying four 
ner, during the five-minute weekday newscasts on 
course of which ABC 
he rose from a E. Schulenberg 
$3-a-week office 


boy to the post from which he ha: 


just retired 


He will continue to serve Gard- 
“His 46 years 
of service span almost the lifetime 


ner as a consultant 


of our agency,” said Elmer G 


Years!” 


Production problems 


DODSO 


VM READY FOR THAT 
VITALIZING SILAGE! 


Yes. sir, Mr. Doiryman, when you feed your 
dairy herd on rich, vitalizing silage from a 
Dodson “Red and White Top” Silo, you're 
squeezing every last drop of profit out of 
your home-grown feeds. Just a line will 
bring you the answer to your milk and beef 
Write ws today. 


MFG. CO., INC. 


’ 
WICHITA end CONCORDIA 
mansas 


One-sixth page DODSON advertisement, typical 
- of those appearing in KANSAS FARMER. 


money to spend . . 
methods . . 


fortable. 


Kaufman Joins McDonald 

M. Jeffrey Kaufman, formerly 
in the advertising department of 
Lyon Metal Products, has joined 
the San Francisco office of Mc- 
Donald-Thompson, publishers’ rep- 
resentative 


at the top of the list among farm papers. 


to improve 


tisers who say: 


Advertising Age, July 9, 


Senate Delays Vote on McCarran Bill 
to Permit Competitors to Match Prices 


WasHINGTON, July 3—The Sen- 
ate agreed yesterday to take a 30- 
day cooling off period before vot- 
ing on the McCarran bill (S.719), 
permitting sellers to match price 
offers of their competitors. 

The postponement on the pric- 


ing bill was arranged after Sen. 
Russell Long (D., La.) charged 
that the bill is an attempt to 


weaken the Robinson-Patman Act, 


“regarded as the Magna Charta 
of small business.” 
He protested that the MecCar- 


ran bill had been reported without 
committee hearings 

Sen. Pat McCarran (D., 
sponsor of the legislation, 
tended that ample hearings on 
price absorption bills had been 
held during the past four years 


Nev.), 


con- 


@ But Sen 
Idaho), a 
that 


Herman Welker 
freshman member, 
legislative history 


(R.. 
said 


past was 


£ * 


on eee eg 


Leon and Glenn Dodson, who own and manage the 
Dodson Manufacturing Co., Inc., Wichita, Kansas, 


have been Kansas Farmer advertisers since 1926. 


The Dodsons put it this way: “When our advertis- 


ing program is planned, Kansas Farmer is placed 


Why? 


With Kansas Farmer, farmers keep themselves 


informed in all phases pertaining to better farming” 


And results prove that these are the farmers with 


their farms and 


. and to make their homes more com- 
When you want to reach...and sell... 
this rich farm market in Kansas, join the adver- 


“We Live in Kansas... We Ought to Know!’ 


More than 119,000 Subscribers 


Published by Capper Publications, Inc. 
TOPEKA, KANSAS 


Largest Agricultural Press in the World 


no help to him. 

In a 3% hour attack 
McCarran bill, Sen. Long 
goes beyond the recent Supreme 
Court decision in the Standard 
Oil of Indiana case by making it 
an defense in pricing 
cases for the seller to show that 
he was meeting the price of a 
competitor. 

“It would make it 
Sen. Long said, “for every manu- 
facture! 
a discount of 


on the 
said it 


absolute 


possible,” 


of canned goods to give 
20% or 30% to the 


A&P, Safeway, American Stores, 
Kroger or other chains so long as 
they could show there was any 
person or business in competition 
with them who was willing to 
make a similar discount in order 
to get their business.” 

e Sen. Paul Douglas (D Ill.) 


charged the bill “not only repeals 
the Robinson-Patman Act 
legalizes the 
point system.” 


but also 


so-called basing 


Sen. Long indicated that the 
Senate small business committee 
will provide an analysis of the 


bill at the time debate is resumed 


Aug. 2. A Senate vote is to be 
taken Aug. 3. 
In his speech yesterday Sen 


Long said “small business is having 
a difficult time,” and referred to 
difficulties small business men re- 
port in obtaining steel. copper and 
aluminum. In addition, he said, the 
recent Supreme Court decision out- 
lawing fair trade laws “has de- 
prived small business of a pro- 
tection which it recently enjoyed.” 


Conway Leaves Compton 

Ernest Conway, formerly with 
the account section of Compton 
Advertising, New York, has re- 
signed to join Schlueter-Hoeveler 
Associates, New York, as general 
sales manager. The company man- 
ufactures and distributes Jennite 
a preservative for all types of 
surfaces 


Marketers Revises Name 
Marketers Inc., named to handle 
Sunkist frozen juices (AA, June 
18), has changed its name to Con- 
centrates Marketers Inc. The com- 


pany, headed by J. I. (Jack) 
Moone, has temporary quarters at 
4 W. 58th St.. New York 


Pacific Outdoor Names Two 
Pacific Outdoor Advertising Co., 
Los Angeles, has named J. Ellwood 
(Woody) Ginn v.p. in charge of 
sales, and has promoted Roger M 
Combs to assistant sales manager 
in charge of sales routine and 
promotional activities 


sales 


BBDO Promotes Bellaire 
Arthur Bellaire, formerly a ra- 
dio-TV commercial writer for 
Batten, Barton, Durstine & Osborn. 
has been promoted to head of the 
agency's radio-TV copy staff. 


WE'RE INVESTIGATING 


GROCERY STORE SALES 


bach week. THE BAYONNE TIMES sends its 
staff of investigators into a 10 Cross-section 
of ail Bayonne retail grocery outlets. Currently 


a 10) week minuing survey 1s featuring 
INSTANT COFFEES” The weekly sales are 
tabulated by brands, tvpe of outlet ze and 
other pertinent data 

Send or cali mpiete detau 


THE BAYONNE TIMES 
Bayonne cannot be sold from the outside 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
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y Secretary Won a Raise 
on her Lunch Hour 


- 


she taught me to Say it with 
FLOWERS-BY-WIRE 


Ed Jones is an important customer who likes the personal touch. Last week 


I was on a trip, and couldn't attend the opening of his Chicago branch. 


But I'm a lucky guy. My secretary passed an F.T.D. Florist 


during lunch hour, and thought to wire flowers in my name. 


Ed's pleased as punch. He feels that, even though I couldn't be there, 
i I remembered. I'm happy because he’s happy. Miss Morrow, my 


‘i 


a > ~—SsSFLLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


“a Headquarters: Detroit, Michigan 


secretary, is happy, too. She won a raise when she taught me 


to say it with Flowers-By-Wire. It’s a trick I won't forget! 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days * On anniversaries « on special events « asa ‘thank you tor the 


order eon almost any business occasion « tor those at home when you re away. 


You can wire flowers to anywhere... trom anywhere . more than 15,000 F.T. D. 


tech for the Camees (RM. Gteseeny Guten. and Interflor.s Member Shops at your service! 


It identifies the right shops! 
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West Coast's ‘TV 
Time’ Names E. W. 
Mehren Publisher 


ANGELES, July 5—Edward 
W. Mehren, ce-founder and former 
president of the Squirt Co., has 
been appointed publisher of TV 
Time, West Coast video news mag- 
azine 

Before becoming co-founder of 
the Squirt organization, Mr 
Mehren was associated with Mc- 
Graw-Hill. with which his father 
been identified for many 


Los 


} 
had 


ADDRESSING Service 


Capable of Handling Unlimited Quantity 


Offers: 

* QuIiCK SERVICE 

ee EXPERT TYPISTS 

* REASONABLE RATES 

M. VICTOR, Dept. 2, 3902 - 9th Avenue 
Brooklyn 32, N. Y. UL. 3-3800 


yvears 

He helped get Squirt under way 
about ten years ago and has con- 
tributed materially to the growth 
of the company, which now has 
more than 300 franchised bottlers 
throughout the world. 

In his new capacity as publisher 
of TV Time, Mr. Mehren said that 
the publication will be increased 
in size from 24 to 32 pages and 
will carry many new features ef- 
fective with the July 7 issue. 


Melvin, Newell Adds Space 
Melvin, Newell & Rector, Holly- 
wood public relations organization, 
has expanded its offices and now 
occupies the entire second floor 
of the Hollywood Plaza Hotel. 


Keating Manages KWWB 

Jack Keating, formerly manager 
of Station KFJI, Klamath Falls, 
Ore., has been named manager of 
Station KWWB, Walla Walla, 
Wash. 


HEAD MARKETERS—George H. Brown (right), professor of marketing, University of 

Chicago, accepts his gavel as new president of the American Marketing Assn. from 

Everett R. Smith, director of marketing research, Macfodden Publications, retiring 
president, at the recent AMA convention in Detroit. 


Los Angeles TV Headliner : 


Uncle Archie’s 


CREATES TOP NOTCH SALES 
FOR PRODUCTS WITH KID APPEAL! 


Its a fact — 75% 
children now own 


of all Los Angeles families with 


har A 
television sets! 


And to sell your product to this huge eager market 


of more than 2,004 


),.000 families, one of your best 


bets is Unele Archie's Komedy Klub on KNBH! 


A 


[se 
& Jl U 


Be, 


pomedy 
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Thousands upon thousands of Los Angeles young- 
sters now hold’ membership ecards in this club. 
And proof of Uncle Archie’s popularity is his huge 
fan mail —top mail count on KNBH! 

Spots are still available on this exciting kid show 
with a tremendous popular following in the great 
Los Angeles market. Contact KNBH, Hollywood. or 
your nearest NBC Spot Sales Office for complete 
information on Komedy Klub. 


TO SELL THE BUYING MILLIONS IN 
AMERICA'S 2ND LARGEST TV MARKET 
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NBC to Issue Monthly 
Report Covering TV 
Commercial Runover 


New York, July 5—National 
Broadcasting Co.'s initiation of a 
monthly report service on televi- 
sion commercial time “runovers” 
was announced this week in a 
letter sent to television advertisers 
and agencies by Edward D. Mad- 
den, NBC v.p. in charge of TV 
sales and operations. The new 
service will follow the pattern es- 
tablished for similar reports on 
the net’s radio programs. 

The amount of time devoted to 
commercials will be recorded by 
the director of each telecast, and 
a detailed report will be sent each 
month by NBC to the agency in- 
volved. 

In instances where commercial 
time limits established by NBC's 
recently announced radio and tele- 
| Vision broadcast standards (AA, 
July 2) are exceeded, elimination 
of the runover in subsequent pro- 
| grams will be requested. Also 
noted will be commercials which 
stay within the prescribed limits 


@ Mr. Madden’s letter outlined the 
factors considered by NBC in de- 
termining the length of commer- 
cial time as: 

“1. Public acceptance of the in- 
dividual advertiser’s message 
well as the advertising volume of 
the entire schedule. 

“2. Proper balance between pro- 
gram content and advertising in 
individual time segments. 

“3. The ability of the medium to 
sell goods and services at economi- 
cal cost.” 


as 


Telechron to Launch 
Its Biggest Ad Drive 


ASHLAND, Mass., July 5—The 
Telechron department of General 
Electric Co. next month will 
launch the biggest marketing ef- 
fort and largest advertising pro- 
gram in its 24 years of advertising, 
according to Russell T. Woodward, 
manager of marketing for Tele- 
chron. 

Scheduled until the peak of the 
Christmas season, four-color pages 
for household clocks will run in 
Better Homes & Gardens, Life and 
The Saturday Evening Post. Every 
week at least one Telechron ad 
will be on the newsstands. A four- 
color center spread will run in 
Life, Nov. 26, and The Saturday 
Evening Post, Dec. 1. N. W. Ayer 
& Son, New York, handles this part 
of the account. 

The industrial division of Tele- 
chron, whose agency is James 
Thomas Chirurg Co., Boston, will 
run consumer advertising for the 
first time with eight four-color 
pages scheduled for the same mag- 
azines during the fall. 


_KGER Names Storm Whaley 


Station KGER, Long Beach, Cal., 
has named Storm Whaley general 
manager. Mr. Whaley also is gen- 
eral manager of Station KUOA, 
Siloam Springs, Ark. Both sta- 
tions are owned by Brown Schools 
of California. Clinton H. Fowler, 
assistant manager of KUOA, has 
been named resident manager of 
KGER 


Station KBIS Names Griffith 


Homer Griffith, formerly with 
the Progressive Broadcasting Sys- 
tem and Station KAFY, Bakers- 
field, Cal., has been named sales 


manager of Station KBIS, Bakers- 
field, succeeding James E. Rennie, 
who has resigned 
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River Raisin has the 


country's most complete 
display service . . . as 
convenient as your tele- 
phone . . . our versatile 
art staff creates the basic 


idea and the dimensional 


construction . . . our pro- 


duction experts produce 
the quality, finished dis- 
plays — DIMENSIONAL 
DISPLAYS that attract 
attention and sell your 
product. 4 . 3 

a x 


re 


, 
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RIVER RAISIN PAPER CCMPANY 


DISPLAY DIVISION e« MONROE, MICHIGAN 


Gentlemen: 


| would like to know more about your “ONE CALL FOR ALL” 
Display Service. 


We start planning our point of sale campaign on or about 


. We buy our point of sale on or 


about. . It would be convenient for your 
salesman to call on us on or about 

Company Name 

Address City Zone __ State 

Telephone No Signed Title 


U. S. PAT. REG. 
NO. 531,356 


We manufacture corru- 
gated and solid fibre 
shipping containers from 
materials produced in our 
own paper mills, thereby 
enabling us to deliver 
superior, colorful displays 


at lower costs to you. 


| 


| 
Raven Kain 


CORRUGATED & SOLID FIBRE 

SHIPPING CONTAINERS + PACK- 

ING MATERIALS « FIBRE BOARDS 
CORRUGATING STRAW 
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710 KC.-5000 WATTS 
INCREASED COVERAGE 
EXCELLENT ADJACENCIES 


Free & Peters, Inc. 


NATIONAL REPRESENTATIVES: 


Martin Ad Copy 
Makes Velvet 
More Versatile 


Fabric Producer 
Finds Advertising 
Helps Broaden Use 


New York, July 3—Early in 
1949, Martin Fabrics Corp. was ex- 
tremely unhappy because it wasn’t 
selling enough velvet. Today, Mar- 
tin velvets are going so well the 
company simply can’t keep pace 
with incoming orders. 

Much of the credit for carry- 
ing Martin up the ladder in this 
fashion is freely given by the fab- 
rics house to its agency, the Fred 
Gardner Co 

Back in 1948, when Martin was 
in the sales doldrums, G. W. Ewald, 


executive vice-president at Mar- 
tin, let it be known that he was 
open to agency solicitation. In the 
competition for the account, along 
with several others, was the Gard- 
ner agency. 


e Before making a presentation, 
Fred Gardner, president, and C. 
Ralph Bennett, vice-president and 
creative director of the agency, 
went into a prolonged huddle. 

As they analyzed the situation, 
Martin's problem could be summed 
up in the fact that velvet was 
widely regarded as solely a high 
style evening wear item. This 
traditional—and sales restricting— 
concept had to be erased. What 
was needed was an unusual, long- 
term campaign—one that agres- 
sively hammered away at velvet’s 
versatility. 

With this as their premise, the 
agency executives and their staff 
produced the ad that won the ac- 
count. Aimed at dress cutters, the 
ad showed line drawings of Noah 
and his ark and of giraffes. The 


ARE YOU ADVERTISING COSTS 
IN SOME MEDIA WORRYING YOU? 


If so, it will surely pay you to take a realistic look at 


how you are spending your Advertising Dollars. 


All advertising is good 


BUT 


the facts are overwhelmingly clear that 


NEWSPAPER ADVERTISING IS BEST 


The people of America LIVE close to Newspapers. 


They BUY 53,829,072 newspapers every day. 


The merchants of America live by newspaper advertising. 


Newspaper Advertising Milline Rates have 


risen very little in the past 10 years. 


The higher the percentage of your advertising budget 


spent in newspapers, 


the lower your advertising and sales costs. 


“4LL BUSINESS IS LOCAL” 


Published in the Interest of Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


Vewspaper Representatives Since 1900 


New York * Chieago ¢ Philadelphia * Boston * Detroit + Los Angeles * San Francisco + Seattle + Dallas * Miami 


] 


ta 
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ACCOUNT WINNER—This is the ad which 

won the Martin Fabrics Corp. account 

for Fred Gardner Co. The pitch here 

is to push the versatility of velvet, and 

get it used in connection with all sorts 
of moterials. 


headline read: “ ‘You'll be sorry,’ 
Noah said.” Copy went like this: 


e “Noah knew what you have to 
do. He wanted the world to stay 
in business so he didn’t fill his ark 
with giraffes. To multiply, you di- 
versify. It has always worked that 
way in selling, too. Variety is the 
spice of sales. You sell more when 
you show more. 

“Does your line give enough va- 
riety now? Add variety to add cus- 
tomers. Add velvet...Martin vel- 
vet...the fabulous, versatile, mod- 
ern fabric.” The signature said: 
“Martin means velvets.” 

With the account stashed away, 
Fred Gardner Co. went to town on 
the variety idea, so much so that 
the garment industry today gener- 
ally concedes velvet to be a year- 
round fabric. Velvet today is be- 
ing advertised as complementing 
even sheer materials. 


@ One early ad leading up to this 
happy state of affairs was the one 
which developed the Martin 
theme: “The iron hand of fashion 
is wearing a velvet glove.” Copy 
started this way: 

“Fashion loves velvet, and w»- 
men are glad, because velvet’s t’ - 
flattering fabric. The velvet vogue 
is more logical. This fabric tuat 
stands for elegance is a versatile 
wonder of many uses. From splen- 
dors dreamed up on designers’ 


| boards, to the smartest outfits ever 


|born on home sewing machines, 


velvet seems to be everywhere. 
“Is velvet part of your line now? 


| It should be, to give you the va- 


riety that offers your customers 


|more. Are you pushing velvet? It 


can pull sales in. Start using Mar- 
tin velvets, the acknowledged vel- 
vet classics—made in an almost 


|unbelievable range of qualities, 


colors and prices for you...” 


@ Martin Fabrics, one of the 
largest velvet manufacturers in 
the U.S., invented and made the 
first nylon velvet, a washable fab- 
ric used in Catalina swim suits, 
for example. This was something of 
a revolutionary development, since 
velvet traditionally was practically 
ruined by water. 

Getting velvet back in fashion, 
where it hopes to keep it per- 
manently, was a hydra-headed 
job. Advertising aimed at cutters 
in the dress, suit and negligee 
fields, and at store buyers and 
merchandise managers, was placed 
in the New York Times and a 
string of business papers. These 
included Buyer’s Advisor, Depart- 
ment Store Economist, Garrison’s, 
Merchants Trade Journal, Notion 
& Novelty Review, Piece Goods 
Buyer, Retailing, Variety Mer- 
chandiser and Women’s Wear 
Daily. 

Consumer ads have appeared in 
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r’s Bazaar, New York Times 
ine, Simplicity Pattern Book, 

Vogue Pattern Book and 
newspapers in New York, Chi- 
cago, San Francisco, St. Louis and 
Philade'phia. The over-all job also 
require. a heavy direct mail cam- 
paign and a publicity program 
geared to get velvet mentioned on 
fashion and women’s pages across 
the country. 

Neither Martin nor 
believes in big space 


its agency 
advertising 
for velvets, except when promot- 
ing it as a high-style fabric, a 
phase of the campaign which has 
not been neglected. The agency 
and its client were convinced that 
the job could be done with small 
space and repetition. 


e Gardner and Bennett, the pro- 
ducers of the campaign, is a com- 


bination dating back to 1946. Mr.| 


Gardner started the agency—run- 
ning it out of his apartment for 
the 


first seven months—after 
working for Benton & Bowles, 
Buchanan & Co., and McCann- 
Erickson. Mr. Bennett, who has 


lots of big agency experience him- 
self, joined Gardner to 


handle | 


. @ 


no string beans! 
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UNIQUE—When this od appeared in 

the New York Times in May, 1949, says 

the Fred Gardner Co., no one in the 

velvet had ever before used 

this off-the-beaten-path kind of advertis 
ing 


industry 


c?llstive work. The founder han- 
dles merchandising and marketing 
operations. 

By April, 1949, Fred Gardner 
C»: employed six people and had 
$209,000 in billing. Today there 
arc 12 people in the shop and the 
billing is estimated at about $800,- 
000. Among its accounts are Vik- 
ing Glass Co., Better Living, E. 
B. Latham & Co. (distributor of 
electrical supplies and home ap- 
pliances), and Norda Essential Oi! 
& Chemical Co. One of the newest 
accounts is Cynthia Andrews Inc., 
producer of Sing shampoo 


Otters A-Bomb Booklet 

“How to Prepare Your Plant for 
Atomic Attack,” a 32-page booklet, 
is being offered without cost by 
Walter Kidde & Co., 675 Main St., 
Belleville 9, N. J. Subjects in the 


booklet, available to industrial 
management, include plant de- 
fense organization, shelter and 
building construction, and plan- 
ning for sustained production 
Kidde manufactures fire extin- 


guishing equipment. 


Ansonia Schedules Promotion 
Ansonia Deluxe Shops, eastern 
chain of women’s shoe stores, has 
scheduled an expanded campaign 
in newspapers and The Playbill. 
Ads, ranging from 200 to 400 lines, 
will run in cities where Ansonia | 
has stores. Lane Advertising Agen- | 
cy, New York, handles the account. 


Jewel Mattress Names Ruse 

Jewel Mattress Co., Detroit, has} 
appointed Ruse & Urban Inc., De- | 
troit, to handle its advertising. Ra- | 
dio, newspapers, television and di- 
rect mail will be used in Michigan. 


Mennen Co. Buys Telecast 

Mennen Co., Newark, through 
Duane Jones Co. is sponsoring 
“Twenty Questions” over Du- 
Mont Television Network starting 
July 6, 8 to 8:30 p.m., EDT. Ron- 
son Art Metal Works recently 
canceled this veteran program on 
radio and television. 


Barbero Joins Harry Le Vine 
Anthony Barbero, formerly with 


Futura Studios, has joined the 
sales staff of Harry Le Vine & 
Associates, New York art studio. 


Oliver Appoints Cunningham 

Oliver Corp., Chicago manufac- 
turer of farm and industrial ma- 
chinery, has named J. O. Cun- 
ningham, formerly assistant man- 
ager, as merchandising manager in 
charge of advertising and mer- 
chandising activities of the com- 
pany. 


Matthews Joins Price Agency 
Jack L. Matthews, formerly me- 
dia director of Ross Roy-Fogarty 
Inc., has joined Price, Robinson & 
Frank, Chicago, as media director. 


Joyce Inc. Names Dryer 

Maurice E. Dryer, midwestern 
sales manager of Joyce Inc., Pasa- 
dena, Cal. manufacturer of 
women’s slippers and casual shoes, 
has been named sales manager for 
eastern New England and mid- 
western states. 


British Fair Appoints Hewitt 

Hewitt, Ogilvy, Benson & Mather, 
New York, has been appointed 
agency by the British Industries 
Fair at London and Birmingham 
in 1952. 


' 


That’s the direction 


< | 
of WMAQ program —aonf \ 


More and more listeners in the prospering Middle West are 


joining the big WMAQ family all the time. 
For instance, in spite of a slight seasonal decline in all 
Chicago area listening during the first four months of 1951: 


53% 
66% 


Appoints Mrs. Grace Lenon 

Mrs. Grace Lenon, formerly of- 
fice manager of McCann-Erickson, 
Portland, Ore., has been named as- 
sistant to Glen W. Cruson, secre- 
tarv-manager of Oregon Printing 
Industry Inc. and Master Printers 
of Oregon 


Grove Appoints Vickers 

Grove Laboratories, St. Louis, 
has appointed Vickers & Benson, 
Toronto, to handle Canadian ad- 
vertising for its F. W. Fitch divi- 
sion 


On eree 


of rated WMAQ quarter-hours showed 
increased ratings. 


of rated WMAQ quarter-hours either 
increased or remained constant. 


Contact WMAQ, Merchandise Mart, Chicago, or your near- 
est NBC Spot Sales office NOW for assistance in placing 
your sales messages before this ever-growing audience. 


*Pulse of Chicago 


NATIONAL BROADCASTING COMPANY 
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Agencies and Price Regulation 


Che inclusion of advertising agencies and public relations organi- 
zations Ceiling Price Regulation 34 of the Office of Price 
Stabilization have the 
agency business completely off guard 


unde: 


seems to caught everyone in advertising 

Advertising agencies were excluded from the price regulations of 
World War II, along with other professional services, and it was as- 
sumed—apparently that they 


eluded this time 


incorrectly would be similarly ex- 


But, as ADVERTISING AGE reported from Washington last week, 
they are not. They are expected to file “price schedules” like clean- 
@rs, barbers and every one else 

If any purpose whatever could possibly be served by such an 
@ction on the part of OPS, we are certain that advertising agencies 
Would willingly go along. But it is impossible to see how the filing 
of “prices” by agencies will have any effect whatever on the price of 
anything, since the preponderant volume of advertising agency pric- 
ing consists of adding a fixed percentage to a price set by someone 
alse 

It looks as though, even at this late date, it is up to the recog- 
mized spokesmen for the advertising agency business to point out 
the facts of life to the Office of Price Stabilization, and to have the 
@rder revoked 

Otherwise, a great deal of useless paper work will be in prospect 
for both advertising agencies and the OPS, with no visible benefits 


from the performance for the agencies, OPS, or the public. 


The Male Gets a Marketing Break 


After lo these many years in which advertising and marketing men 
have had hammered into their consciousness the fact that they count 
for very little in America’s marketplaces, and that the female of the 
species is the only sex of interest to advertisers, it is interesting and 
reasonably amusing to see the male getting a bit of attention. 

Such studies as the recent Curtis drug study, showing that there are 
more men customers than women in drug stores, and the supermarket 
studies which show a surprising number of purchases being made 
by men, as well as the efforts of men’s publications to demonstrate 
that men really have something to say about the things they use and 
buy, are contributing to a new marketing stature for the mere male 

Without detracting from the importance of the female, they are at 
least causing marketing men to wonder whether the scales might 
have been just a bit overweighted in one direction; and after the 
long drouth, this is good for the male ego, if not for marketing 

The 
and wife in the operation of their joint enterprise, the home, have 


fact is, apparently, that the conventional functions of man 
undergone some rather far-reaching changes in the past decade or 
two. Certainly their traditional functions of breadwinner and home- 
maker have tended to merge and overlap, and the result is inevitably 
showing up in their buying habits. 

Smart merchandisers in the supermarket and other fields are al- 
ready talking about the possibility of designing markets with the 
male viewpoint, as well as the traditional female viewpoint, in mind, 
and there are other indications that the male is being more carefully 
considered as a shopper 

The fact is that despite lamentations over the weakening of the 
family, the family seems to be emerging as a closer-knit unit in the 
marketplace than it has ever been before. 


Woll Street Journal 


“What if you did give me twenty dollars yesterday! We've eaten two meals 


since 


then!’ 


What They're Saying 


Unlock the Laboratory Door 

One need only to turn the pages 
of any modern, adult magazine to 
see what a prominent play re- 
search is being given in the in- 
stitutional story of industry 

One great company and indus- 
try after another is setting down 
in black and white, or in dazzling 
four-color process, its achieve- 
ments in the field of both funda- 
mental and applied research. To 
me, at least, they are the most im- 
pressive ads to be found in the 
magazines. Moreover, such adver- 
tising is doing a great deal toward 


breaking Jown the barriers of 
secrecy that so long have been 
unnecessary roadblocks in the 


paths of research progress. 

I believe it was C. F. Kettering 
who once said, “When you lock the 
laboratory door, you lock out a 
great deal more than you keep 
in.” Even from a strictly selfish 
viewpoint the fact is that the 
prize for research will go to the 
company or to the individual who 
gets to the public with the most 
practical and _ best-merchandised 
product, rather than to the pro- 
ducer who has kept his abstract 
idea so carefully guarded that he 
hasn't ever come to the point of 
marketing it. 

Today, we realize that research 
represents the accumulated ex- 
perience and organized knowledge 
concerning the behavior of things 
which thousands of the world’s 
best minds have acquired 
years of questioning 

As such, the business man who 
ignores research his 
peril. Enlightened self-interest, if 
nothing more, demands that he 
welcome its teachings and 
port its future progress. 

As to the growing of re- 
search there can be no doubt that 
business management can 
tribute a great deal toward a 
planned and systematic program 
that will avoid duplication and, 
as far as possible, profitless blind 
alleys. Yet, in this latter respect, 
management must pro- 
ceed with caution. For who is to 
which alleys are blind and 
which are not? 

The research scientist must ne- 
cessarily be allowed more latitude 


over 


does so at 


sup- 


cost 


con- 


business 


say 


than the production engineer or 


the salesman. For if his inward 
fire for the discovery of new 
truths is too carefully banked by 


his bankers, the fire may go out, 
and all the coldly illumina‘ed per- 
fection of his brand new 
tory will never take its place 
Albert R. Fleischmann 
dent and general sales 
Standard Brands, at a luncheon in 
New York, sponsored by J. Walter 
Thompson Co., to celebrate the 10th 
anniversary of enriched flour 


labora- 


vice-presi 
manager 


Service Is the Keynote 
...What trying to 
well illustrated by the 
that have come over the 
nique of advertising and 


I ain say is 
changes 

tech- 
selling 


jin the last 20 years. Advertising 


used to be mainly boastful or 
catchy—full of slogans, pictures 
of factories or of business execu- 
tives. Today its chief aim 
try to be helpful and its keynote 
is service. It talks not so much 
about what a product is but about 
what it will do for you. 

Many of you undovbiedly saw 
the magazine advertisement run 
by General Mills or the back 
cover of last week’s Saturdcy Eve- 
ning Post. They showed a l|.t of 
quaint old trade cards that were 
the rage years ago and then went 
on to explain why they had dis- 


is to 


carded them in favor of Betty 
Crocker. The answer is that for 
all their appeal these old ads 


didn’t help the customer, whereas 
Betty Crocker helps women to a 
better life 

The same thing is true in other 
products. Our own product Coca- 
Cola began to assume greater im- 
portance and greater significance 
when it became part of people's 
daily existence through The Paus¢ 
That Refreshes. The Pause That 
Refreshes with Coca-Cola is suc- 
cessful because it enters into peo- 
ple’s daily lives and renders them 
a welcome service 

This technique of being helpful 
can be applied to any problem of 
selling whether it is political or 
material, whether we are trying 
to reach the hearts and minds of 
men for an idea or a product. 


—James A. Farley. 
board of Coca-Cola Export Corp., 
speaking at the 68th annual con- 
vention of the National Confectioners’ 
Assn. in Chicago 


chairman of the 
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Rough Proofs | 


Gladys the beautiful reception- 
ist says the agency she works for 
now has an essential oil account, 
and she supposes in war time that’s 
the kind to have 


George W. Hillebrand, a Phila- 
delphian nine years old, has made 
a deal with SKF for ball bearings 
to be used in his brand of jump- 
ing beans if the re- 
vived Athletics may be among his 
customers 


Looks as 


A. L. Scaife says there are two 
reasons why people buy, the real 
one and an alibi. Strange to say, 
these are also the two reasons why 
they don't buy 


A salesman usually learns early 
in his that to get an 
order it’s necessary to find just one 
reason why 


experience 


people buy 
= 


A farm woman reads ads about 
farming as well as home making, 
the ARF reports. In that way she 
whether the family 
needs a new manure spreader or 
a home freezer most. 


can decide 


Since Good Housekeeping called 
attention to the continuous adver- 
tising in its pages by one leading 
soap manufacturer for over thirty 
years, there's no doubt where Fels- 
Naptha prefers to place its chips. 


RCA is promoting trade-ins of 
small TV and they 
should be snapped up promptly by 
people who have decided not to 
operate public entertainment es- 
tablishments 


screen sets, 


e 
“Fruehauf execs form agency; 
take the account,” reports the 
world’s greatest advertising jour- 
nal. 
That's one of the most spectacu- 
lar hazards of the agency busi- 


ness 
e 


The Office of Price Stabilization 
says with a straight face that ad- 
vertising agencies must file their 
schedules of prices. 

Washington is the 
place in the country where 
they haven't vet heard about 15% 


Apparently 
only 


The question has been raised as 
to whether the executive's secre- 
tary signs the coupons sent back 
to direct mail advertisers. 

Why not—she does nearly every- 
thing else. 

+ 


C. F. Roth, International Ex- 
position Co., the industrial 
shows his company manages won't 
provide EAAB audits. 

He talks just like some of those 
non-ABC publishers nearly forty 
years ago 


says 


Millions of rural people, says 
Country Gentleman, now have the 
time, money and inclination to 
travel. 

Well, of course it’s important to 
have the time and inclination, too. 

Copy Cus. 
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THE INQUIRER 


“DELIVERS” THE GROCERIES ? 


| IN AMERICA’S 3rd MARKET | x 


ATEST CENSUS of Business shows 
L total grocery sales of over $722 
million for the Philadelphia Retail 
Trading Area . . . 43.5% in the city, 
56.5% in the suburbs. 


These figures underscore what THE 
INQUIRER has said for years—‘'The vital 
half of the Philadelphia market lives 
outside the city limits.” To cover the 
city as well as the suburbs... to reach 
the entire market of 4,410,000 persons 
... make sure your grocery advertising 
is in THE INQUIRER. 


ta Proof of Inquirer Power 
rents 1,000,000-line gain in grocery 
Now in its 1th advertisigg volume since 1945! 
/ Consecutive Year of Total | 


Advertising Leadership . s , ~ 
: corel Che Philadelphia Bnguiver 


| | Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg.. 2 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigon 0578 
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oe, 
the big news this Fall... 
Kay \/ oN 
starring in his own daytime Variety Show .. . Starting early September, 
between 11 AM and 12 Noon (NYT), Monday through Friday.* 
' 


*tentative 


. 
’ 
i 
2 
rR 
} 
E 
& 
| 
ti 
{ | 
“3 ah 


| 
{ 
| 
i 


—— 


¢-TtTv 


Sales history will be made in the morning 

—Just as another great star of radio—Kate Smith—moved into NBC daytime 
television and moved mountains of merchandise—so do we believe that Rudy Vallee 
will make sales history in the 11 to 12 Noon period . . . for Rudy Vallee’s sales 


record in radio is second to none, 


High sales returns at low cost 

—“The Rudy Vallee Show™ will be sold on a participating basis, in 15 and 30 
minute segments. Like the “Kate Smith Show.” it promises to pay off for its 
sponsors on the same high-return basis. NBC's broad new research study of 
television (““Television Today”) submits proof of how many new customers an 


advertiser gets when he buys a daytime participating sponsorship ... 


The average sales return for Kate Smith sponsors . . . 38 new customers 


... for every dollar invested in television! 


Variety, plus 

will be the format of “The Rudy Vallee Show.” Rudy will sing . . . today’s hits, 
and yesterday's memory tunes. Rudy will participate in comedy acts. He will 
introduce new talent. There’ll be drama... music . . . daneing . . . human 
interest and fashion. But best of all, there ll be Rudy Vallee—to charm his 
female audience away from the competition... and into the market for his 


sponsor's products! 


No doubt about it, 

“The Rudy Vallee Show” is one of the great opportunities to get a head-start 
in the race for television’s vast. responsive ‘woman's market.” It will be available 
for a strictly limited period of time. Call us immediately for details . . . 


CIrele 7-8300. 


NBC TELEVISION 


The network where success is a habit 


A Service of Radio Corporation of America 
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FCC TV Allocation 
Plan Challenged by 
Legal Association 


WASHINGTON, July 3—Spokes- 
men for the Federal Communica- 
tions Bar Assn. argued last week 
that the Federal Communications 
Commission would deprive TV ap- 
plicants of due process of law if it 
adopted a nationwide table assign- 
ing specific channels to communi- 
ties throughout the U. S 

Representatives of the legal 
group said FCC could work out a 
nationwide allocation to guide its 
approval of TV applications, but 
that the table must not have the 
force of law 

Attorneys for CBS and ABC said 
were members of the bar 

but disagreed with the 
group's argument 

CBS Attorney 


they 


group, 


Richard Salant 
said that each TV application 
would result in such a_ severe 
chain reaction that hundreds of 
applicants would have to contest 
every application brought before 
the commission unless a fixed ta- 
ble of assignments is adopted and 
enforced 


e “The big argument,” he quipped, 
“will be over the allocation of le- 
gal fees.” 

The bar, group contended that 
the adoption of a rigid allocation 
plan “pre-judges issues which each 
Applicant should be permitted to 
argue when he submits his appli- 
@ations.” 

The bar group's challenge of the 
TV application procedure was also 
Opposed by FCC's general counsel, 
Who said there is ample authority 
for the commission to go ahead 
With its plan to map a nationwide 
TV service 

FCC plans to open the final 
Phases of the allocation hearing 
the assignment of channels to in- 
@ividual communities—July 23. 


Snow Crop Names Vincent V. P. 
Robert E. Vincent, director of 
gales for Snow Crop Marketers 
division of Clinton Foods, Clinton, 
, has been named v. p. in charge 
of Snow Crop sales 


Busch Joins Esquire Inc. 

Max Busch, formerly with Puck- 
the Comic Weekly, has joined the 
advertising-promotion department 
of Esquire Inc., New York 


Vamed by Philco 


John J. Moran has been named sales 
manager of radio of the Philco Cor- 
poration, Philadelphia. Getting ahead 
in business like Mr. Moran are thou- 


sands of regular Wall 
readers throughout the 
tives and their aides who make 
influence decisions on planning, pro- 
duction, selling and buying. 
(ADVERTISEMENT } 


Street Journal 
nation execu. 


or, 


Textron Sets Cotton Drive 


Textron Inc.. New York, 


has 
scheduled three special promotions 


for the remainder of the year 
for its Indian Head cotton. Tie-in 
with Walt Disney's “Alice in Won- 
derland” is scheduled through a 
full-color spread in the August 
McCall's and in McCall’s Pattern 
Book. In September, Grey Adver- 
tising Agency, the Textron agency, 
has scheduled a full-color spread 
in Good Housekeeping, plugging 
an “at home” sewing theme, plus 
pages in Modern Miss and Simpli- 


cuty Pattern Book. For Christmas, 
gift sewing will be pushed through 
a full-color page in Woman's Home 
Companion. 


Quaker Oats Names Four 


Morris F. Lynch, assistant to the 
sales manager of Quaker Oats Co., 
Chicago, has been named sales 
promotion manager of the newly- 
created corn products department 
Jack Donaldson, assistant manager 
of the eastern division sales, has 
been named to succeed Mr. Lynch. 
James Nolan, formerly institution- 


al sales department manager, suc- 
ceeds Mr. Donaldson, and Harold 
Klingensmith, formerly a jobbing 
salesman in the company’s Atlanta 
sales office, succeeds Mr. Nolan. 


WXEL Plans Expansion 

Station WXEL, Cleveland, has 
announced plans for construction 
of facilities to be added to its 
present studio transmitter building 
located at Pleasant Valley and 
State Roads in Parma, O. The tele- 
vision station estimates the full 
cost of the project at $500,000 


Second—Cleveland Press 
Third—Philadelphia Inquirer 
Fourth—Chicago Tribune 


“Source: Media Records 
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‘Parade’ Added by 2 Papers 
Parade will be distributed by 
the Corpus Christi Caller-Times 
beginning July 15 and by the Nor- 
folk Virginian-Pilot beginning 
Aug. 5. The additional distribution 
brings Parade’s total circulation to 
5,299,359, via 34 newspapers. 


Stambaugh Elected to BNF 

A_ A. Stambaugh, chairman of 
the board of the Standard Oil Co 
of Ohio, has been elected a direc- 
tor of Brand Names Foundation 
Inc 


686,192 
672,839 
653,669 


Los Angeles’ BIG E 


PRESENTED NATIONALLY BY M 
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Big Magazine Push 
for Martex Towels 


New York, July 3—Martex 
towels will get a record-break- 
ing push starting this September 
when the first of 32 full-color ads 
(half-pages to pages) will appear 
in House Beautiful, Ladies’ Home 
Journal, New York Times Maga- 
zine, The New Yorker and Vogue. 
The campaign will carry over a 
10-month period. 


J. W. Little Jr., advertising man- 
ager of Wellington Sears, sales 
agent for West Point Mfg. Co., 
producer of Martex, said it would 
be the largest campaign ever un- 
dertaken for the towels. Ellington 
& Co. is handling. 

Ads in House Beautiful, The 
New Yorker and Vogue “will tell 
a style story in line with Martex’s 
established reputation as a style 
leader interested first in reaching 
and influencing the kind of people 
who set style trends and the kind 


of stores in which style-conscious 
people shop.” 

This story, he added, will then 
be told to a larger audience 
through Ladies’ Home Journal and 
New York Times Magazine. 


s Each ad is planned to illustrate 
a towel in use “in a manner de- 
signed to appeal most strongly to 
women.” The over-all aim of the 
campaign is to provide good visi- 
bility and strong identification for 
the line. 


Wellington Sears salesmen will 
receive a sales portfolio containing 
reprints of the ads, suggestions for 
retail tie-in advertising, window 
displays ideas, counter cards, di- 
rect mail suggestions and sample 
radio commercials. 


Schwartz to Ideal Pictures 

Milton M. Schwartz, formerly di- 
rector of newsstand promotion for 
Esquire, has joined Ideal Pictures 
Corp., Chicago, as advertising and 
promotion director. 


LIN 


y ye “ 
ES IN 1950 


Little wonder that The Herald and Express led all other 
newspapers in the nation in liquor advertising in 1950! Liquor 
advertisers, seeking volume sales in the sales-rich Los Angeles 
market just naturally chose the newspaper that gave them 
the most readers where the readers count most. 


iF YOU SEEK volume sales in the big Los Angeles market, 


remember this FACT: 


The Herald and Express concentrates 


its circulation where more than 58.6 per cent of Los 
Angeles population lives and where 71.8 per cent of 
all retail sales are made! 
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Ad Council Backs Crusade 

For the second consecutive year, 
Advertising Council will support 
the Crusade for Freedom with a 
campaign using newspapers, out-’ 
door, radio, television and house 
magazines. Theme of the 1951 cam- 
paign will be “Help truth fight 
communism.” Allan Brown, v. p. 
of Bakelite, will serve as coordina- 
tor and, for the second year, 
Hewitt, Ogilvy, Benson & Mather 
has volunteered to serve as agency. 
Objective is to enrol] 25,000,000 
U. S. citizens in the crusade and 
raise a fund of $3,500,000 by pop- 
ular subscription. 


GE Signs New TV Show 

General Electric Co., Schenec- 
tady, will sponsor a twice-weekly 
30-minute telecast, starring i 
Goodwin, starting Sept. 11 at 3:30 
p.m., EDT, over NBC-TV. Young 
& Rubicam is the agency. 


By PETE McGILLEN 
Outdoors Editor 
The Toronto Telegram 


Those Daniel Boone-type “‘coonskin’’ hots, 
bock in popularity again, must give ver- 
eran woodsmen a chuckle. Some of the 
tails on them have seven rings—ond there 
ain't no such animal. A raccoon tail has 
@ maximum of five rings 

The raccoon is one of the most crafty 
ond cunning in the animal kingdom. He 
catches crayfish by puddiling in the mud 
until on unlucky one nips him with its shorp 
claws. Then the crayfish is o goner. Clams 
ore another ‘coon delicacy. He opens them 
by prying the shell with his strong teeth 
Becouse they like corn on the cob too, 
their shrill whistle is offen heard in the 
cornfields during autumn. 

Although primarily a vegetorion, the 
raccoon loves fish, and his ingenuity in 
dodging traps to get inside an icehouse 
is phenomenal. The icehouse ot Moose 
Lake Lodge, Pointe au Baril, Ontario was 
being raided every night, and a raccoon 
wos suspected. A lone vigil with flash- 
light and rifle proved unsuccessful. Finally 
the resort operator, Merve Thompson, set 
1! muskrat traps, concealing them with all 
the skill of a veteran trapper. That would 
surely fix Mr. Raccoon. Next morning four 
of the traps were sprung, there was no 
sign of the raccoon, but two choice bows 
had been taken 

Now the owner has rebuilt the icehouse, 
ond double-locked it, with his fingers 
crossed because he is sure the raccoon is 
in league with the leprechouns 


Pete McGillen is alwoys glad to hear 
from admen planning a hunting or fishing 
trip. Drop him a line and he'll tell you al! 
obout the grand ploces up here, ploces 
where you'll have the time of your life! 
Moybe he con even go along with you 
Write Pete McGillen, The Telegram, To 
ronto |, Canada 

Now you can buy concentrated colored 
comic advertising in Canada's richest 
morket: The WEEKEND TELEGRAM will be 
on the newsstands ond in the homes for 
the first time on Saturday, September 8th 
This new medium with its coverage of 
Canada's major market, changes the en 
tire media picture in Ontario It is o 
development that merits o re-oppraisal of 
your advertising expenditures in Ontario 


ry rrp 
CHE TELEGRAM 
TORONTO 1, CANADA 


U. S. REPRESENTATIVES 


The John E. Lutz (o., O Mere & Ormibec 
435 W. Michigan Ave., 420 Lexington Ave, 
Chicage, 11! New York, WY 
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cs 18 Advertising Age, July 9, 1951 
Industrial Advertisers Elect NBC Starts Teaser day and every Monday through 
Frank J. Smith, director of ad- Friday on your NBC station.” 


a vertising and sales promotion of Campaign to Build This type of teaser copy will 


NuTone Inc., has been elected start appearing in newspapers in 
president of the Cincinnati In- So pe di more than 100 cities soon. Its pur- 
dustrial Advertisers Club. Other a r Au ences pose: to prod more people into 
officers elected are: C W. Tuni- New York, July 5—‘Is she/tuning in NBC's afternoon soap 
ria *: ' . onl enein. unfaithful?” shouts the  black| opera lineup 

Sent; Se. be SEEVICS, VOnee-| newspaper headline | The concerted drive, which will 


wes ‘ Pa 1s aR free . | 

» page gd at nrg meng pide “Barry Markham saw his wife | break July 15, will feature ten 
secretary-treasurer, and Bruce “Itting with another man. She was| afternoon serials, including Proc- 
Keller, Aluminum Industries Inc., laughing and sipping a cocktail.) ter & Gamble’s “Road of Life,” 

i director He wasn't angry. He felt defeated.| “Pepper Young's Family,” “Right 

. ’ If only he knew her motives. Did|to Happiness,” “Life Can Be 
Story Joins Martree Agency he dare bare his own heart to! Beautiful,” “Backstage Wife” 

* Edward M. Story, formerly as- another woman? Events are plac-|Sterlirg Drug's “Stella Dallas” 


sociated with J. K. Lasser Co., ™& him at the brink of tragedy|}and “Young Widder Brown” 
has joined the New York office 294 each day adds new burdehs.| Whitehall Pharmacal Co.’s “Just 
of Marfree Advertising Corp. as| Will today provide a_ solution?| Plain Bill” and “Front Page Far- 
executive business manager Hear ‘Life Can Be Beautiful’ to-| rell,” and Manhattan Soap Co.'s 


7 a BACKSTAGE—Talking things over ofter Nash-Kelvinator’s premiere as sponsor 
‘The Woman in My House of Paul Whiteman’s “TV Teen Club” (ABC-TV) are (left to right): N. F. Lawler, 
advertising and sales promotion director, Nash Motors; Mr. Whiteman; Jack 
NOW-you can pinpoint your advertising to . It oy be recalled sage this Huntress, Nash ad monager; hy ne ? my bar & Ganger, Nosh agency, 
*k - , ) ‘ > argce r nen 
_ AMERICA’S ARMED FORCES : vel ge nee yh ~~ ce cieanalic ne See se eae 
spendable income than ever before! : on NBC last March. At that time| time rate to switch the serials. During the eight-week special 
sell them, tell them -through ; American offered the sponsors a!The advertisers hardly had campaign, which will dovetail into 
ARMY and AIR FORCES BASE NEWSPAPERS 45% annual discount, a $1,000 time to ponder these inducements NBC’s regular fall promotion, 
W.'B. BRADBURY CO., 122 EAST 42nd ST., N.Y. MU 3.7595 weekly program contribution and before the networks started a gen- newspaper ads will appear twice 
time at 25% of the full hour one- eral round of radio rate decreases. weekly in many cities. Since this 
—————— inenitiintadiipait Se ee, ae _ — _\is to be financed cooperatively 
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with stations, an exact count on 
the papers to be used is impossible 


now. 
On the air, announcements, 
made by members of the casts of 
4 the daytime dramas, will be 


broadcast to stimulate interest in 
this type of programming. 


e These spots will be aired lo- 
cally by stations and during net- 
work sustaining broadcasts. Tran- 
scribed interviews also have been 
| made with the top players in the 
soap operas; these will be for- 
warded to station programming 
departments for inclusion in local 
women’s programs. There will be 
at least four announcements daily 
on the network during the drive 

Jacob A. Evans, who recently 
took over as radio advertising- 
promotion chief for NBC, ex- 
plained the basic concepts be- 
hind this campaign 

“We figure that July is a good 
time to make a bid for radio lis- 
teners,” he told ADVERTISING AGE 
“Television viewing is off in the 
summer, to a much greater degree 


than that of radio, so we don't 

: | have to be so concerned over video 

Gg competition. And if we move in 

aa the summer and win listeners for 
e 


these daytime programs, we should 
have a good chance of holding on 
to them in the fall.” 

Among the agencies there is also 
the feeling that now is a good 
time to trv to build up the sets-in- 


use figures for daytime serials, 
which in 1 
falling off of late. This is only 
partially due to television; in 
some instances independent radio 
stations are gaining in the fight 
for the listener's attention 


cities have been 


~ 
: Cooley Leads June Tele-Que 
Spade Cooley continues to lead 
i. all Los Angeles TV programs in 
audience preference, according to 
i the June Tele-Que survey. Milton 
Berle climbed to second place in 
a June, after having placed fourth in 
ey May and eighth in April. The June 
: thyroid trouble, cancer, tumors, even IT'S DEPENDABLE — Air Express pro- Tele-Que survey is based on the 
| ' } , , viewing records of 701 selected 
b J leukemia! vides one-carrier responsibility all the way : 
, San lel television viewers in Los Angeles 
é eS Hospitals all over the country are call- and gets a receipt upon delivery. and Orange Counties 
om - ‘ ing for isotopes. But the “hot” atoms IT’S PROFITABLE— Air Express expands St ic A _ 
don't stay hot for long They must be profit-making opportunities in distribu- aceees orp. ppoints 
lelivered at top speed to be effective! Sais call sian Storecast Corp. of America has 
That’ — a & appointed Bob Lehman as mer- 
aat’s why, when shipping isotopes, For more facts call Air Express Division chandising field representative and 
: drugs, and important chemicals, hospitals of Railway Express Agency. Lou Dellara as merchandisin: 
always prescribe the fastest possible field supervisor in the company 


: ° . <earny, N. J ris Mr. Leh- 
, ° method. They ask for Air Express! Kearny, J., division. Mr. Leh 
¥ man was formerly with Duane 
. ° Whatever your need or business, hére Jones Co. and Mr. Dellara was as- 

are the unique advantages you can enjoy sociated with Paul Sayres Co 

with regular use of Air Express: 
There's radioactive iodine in the odd 

“cocktail” this woman is about to drink. IT'S FASTEST — Air Express gives the 
fastest, most complete door-to-door pick 


Crawford Affiliates to Meet 

W. S. Crawford Ltd., British 
7 ; agency, will hold a meeting of rep- 
Tomorrow, doctors will survey her resentatives from its affiliated 


up and delivery service in all cities and = —— ‘ a 
with atomic instruments—and be able to I - . . - agencies in 17 countries during the 
. 7 , : 
tell if she has thyroid trouble! PERE CE, 00 Ce eae, International Advertising Confer- 
Radioactive elements (called isotopes ) IT’S MORE CONVENIENT —One call to ence ie Landen, July 5-18, Win- 


throp Hoyt, chairman of the board, 


are proving to be the greatest detectives Air Express Division of the Railway GETS THERE FIRST Charles W. Hoyt Co., will repre- 
ty in medicine. These “hot” atoms detect Express Agency arranges everything. sent the New York affiliate 
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Come In, Moon! 


The ingenious communications industry has a ready answer to almost 
any demand for new or better ways of quick contact with anybody, 
anywhere. Leaders in this progressive field also are keenly aware of 
advertising values. They are consistent users of Business Week. 


REASON: Business Week reaches a highly concentrated audience 
of Management-Men ... executives who maké or influence buying 
decisions for their firms. 


RESULT: For the past six consecutive years, Business Week has car- 
ried more pages of communications advertising addressed to business 
and industry than any other general business or news magazine. These 
advertisers, like successful advertisers everywhere, have found that 
Business Week produces more sales, at less cost... the key to success- 
ful merchandising. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 


Advertisers of Communications and 
Intercommunication Equipment Placed 
26 More Pages in Business Week in 
1950 Than They Placed in Any Other 
General Business or News Magazine 


Bell Telephone System 
American Telephone & Telegraph Co.) 
Executone, Inc 
General Electric Co 
International Telephone & Telegraph Corp. 
Kellogg Switchboard & Supply Company 
Modern Telephone Corporation 
Motorola, Incorporated 
Ravland-Borg Corporation 
U. S. Instrument Corporation 
Webster Electric Company 
Western Electric Telephone Equipment 
American Telephone & Telegraph Co.) 
Western Union Telegraph Company 
Wilcox-Gay Corporation 


A McGRAW HILL PUBLICATION 
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a rom every viewpoint 
‘ an ideal lest madhed! 


FROM every viewpoint, Green Bay, Wisconsin 
is an ideal test market. Diversity of population, 
isolation of location, variety of employment, 
excellence of distribution facilities, and tep-netch 
advertising media . . . all combine to make Green 


Bay the logical choice for ycur market test. 


SUPPORTING this ideal test market is the Green 
Bay Press-Gazette with circulation exceeding 35,000. 
The Press-Gazette’s General Advertising 
department offers complete facilities to assure 
positive control when you test your product. 
Write, wire or call today. 


Advertising Age, July 9, 1951 


Consumers ‘Search and Sort’ Before They 
Buy, Alderson & Sessions Report Indicates 


PHILADELPHIA, July 5—That 
consumer behavior in the market 
place can fairly well be described 
as “searching and sorting” is the 
conclusion drawn by Alderson & 
Sessions from its basic research 
program on consumer buying hab- 
its 

The marketing and management 
concern has published preliminary 
findings of the program in its 
house organ, “Cost and Profit Out- 
look,” in which it states that the 
project will be continued in hope 
of achieving some definite results 

Preliminary results, the report 
States, indicate that much consum- 
er shopping time is actually spent 
in searching for the exact item de- 
sired. This problem of consumer 
choice has been the focal point of 
the research program, exploratory 


36% of all trucks owned by GRIT FAMILIES 


are of this one GRIT-Advertised make 


More than 40°; of all truck-owning GRIT Families plan to buy new models 


of this same make truck! 


A demonstration of reader-confidence in GRIT-Advertised products where 


it counts the most (to sales managers) 


on the showroom floor! 


Other automotive product advertisers parlay this reader-confidence to pay-ott, 


too... one automobile gained 39% 


more sales than nearest rival a gasoline, 41% sales boost! 


x SS fh \ 


: Lo all - S a <> 
‘i Kel Lee 16 SE fr} 


aS ca,cos AMAT 2 et nek. 


WILLIAMSPORT, PA. 


Ask Osborn, Scolaro, Meeker & Scott 
for the GRIT Reader Survey 


SHORT CLOSING DATE: LAST FORMS CLOSE MONDAY PRECEDING DATE OF ISSUE! 


in sales...a spark plug, 5 times 


Small Town America’s Greatest Family Weekly 
—with more than 600,000 circulation 


phases of which have been con- 
ducted for the past year 


@ Two types of shopping reports 
are included in the preliminary 
data. One is by the shopper, and 
the other by an observer who ac- 
companied the shopper and con- 
ducted an interview upon comple- 
tion of the shopping trip. These 
trips were restricted to food buy- 
ing in some cases, and in others 
dealt with buying of a wide range 
of products 

One of the marked differences 
in consumer behavior between 
food purchases and purchases of 
other articles (such as clothing), 
the report notes, was the extent 
to which alternatives to these oth- 
er articles actually purchased en- 
tered into considerations of the 
choice. 

Alderson & Sessions suggests a 
new approach to an old marketing 
distinction—i.e., that between con- 
venience and shopping goods: 


@ A convenience classification, it 
opines, might be defined as one in 
which the number of alternatives 
considered is less than the num- 
ber of items purchased 

Shopping goods is defined as one 
in which the number of alterna- 
tives considered equals or exceeds 
the number of items purchased 
Certain types of foods, such as 
meat and produce, are defined as 
shopping goods. Cigarets are a con- 
venience 

The company feels that the ob- 
served shopping trips for food 
provide some indication of the 
relative importance in the con- 
sumer’s mind of the maintenance 
of existing assortments of goods. 


@ Out of all the items purchased, 
61% were purchased to replace 
items regularly carried in home 
inventory. Of the remainder, the 
largest single group of purchases 
Was bought specifically for the 
sake of variety—this group ac- 


counted for 30% of the total 
The report states that this “var- 
iety” is of two types: goods pur- 


chased before, and those bought 
for the first time. It asserts that 
sorting of this nature is a double 
process, with the consumer en- 
gaged in building up assortments, 
and the retailer offering assort- 
ments from which to choose 
The report concludes that if the 
retailer makes correct judgments 


concerning the desires of his cus- 
tomers, and alerts these customers 
to what he is st cing, then he is 
on his Way to realizing a maxi- 
mum sales potential 


Boston NIAA Elects Peterson 

Kendall M. Peterson, ad man- 
ager of Pneumatic Scale Corp., has 
been elected resident of the 
Technical Advertising Assn., Bos- 
ton chapter of the National In- 
dustrial Advertisers Assn. Other 
officers elected are Edmund 
Greene, ad manager of the Merri- 
mac division of Monsanto Chemi- 
cal Co., vice-president; Frederick 
S. Britton, account executive of 
Ad-Service Inc., secretary, and 
George F. McRoberts, ad manager 
of Whitin Machine Works, treas- 
urer. 


Winnipeg Adclub Elects 

R. “Bert” Heaton, general sales 
manager of Silverwood Western 
Dairies, has been elected presi- 
dent of the Sales & Advertising 
Club of Winnipeg. Roland F. Page, 
manager of the poster department, 
Claude Neon Ruddy Kester Ltd., 
has been elected vice-president, 
and H. S. O. Johnson, sales man- 
ager of Wiggins Systems, has been 
elected secretary-treasurer 


* Sunday ‘Journal’ Now 15¢ 


Newsstand price of the Sunday 
edition of the Milwaukee Journal 
has been raised from 10¢ to 15¢. 
This is the first increase in the 
Sunday price since 1920. 
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Remember the “Four Freedoms” 
of World War II diplomacy ? 


Politicians number freedoms 

to make rousing slogans, 

but plain Americans enjoy freedoms 
without counting them. 


One of our most precious freedoms, 
for which many men would die, 

is too human and simple 

to be politically mentioned. 


And yet, millions of miserable men and women 
: behind the communist curtain 
regret the loss of this freedom 
as much as any. 


j The lack of it has turned 

their national prison-house 
into an inhuman hell. 
| 
{ 
| 


If Americans did not have it, 
they too would lese their humanity. 


This lost freedom 

is the freedom to make friends, 
to be a friend, to enjoy 

the friendship of other men. 


In Russia and her subject states 

there are political “comrades” 

but no friends. For where tyranny rules 

men’s lives depend upon distrusting each other, 
and friendship perishes. 


The living, thinking, working body of America 
is bound together by millions of friendships, 
and in the test of survival, 

whether in peace or in war, 

the cooperative power of friendship 

will outlast and outfight 

the regimented discipline of men 

who are “‘comrades’”’ in political name only. 


Like thousands of other American companies, we know that 
our business success, and the pleasure we get from our 


daily work, results from the friendships we have built 


So ee é 


through the years between the members of our 
i working group, our customers, and suppliers. 


Collins, Miller & Hutchings, Inc. 


America’s Finest Photoengraving Plant. 


207 NORTH MICHIGAN AVE., CHICAGO 


" Typographic layout and photography by Victor B. Wells who, for many years, has been winning awards for his visual presentation of industrial relations and public relations copy. 
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Rudomin to John-Raider 
Murray Rudomin, formerly as- 
sistant to the president of H. O. 
Gergross & Co., has joined John- 
Raider Associates, New York 


RGR Elects Raphael V. P. 

Gail M. Raphael, with Ruth- 
rauff & Ryan, New York, since 
1946, has been elected a vice-pres- 
ident of the agency 


OUR PROCESS 


ELIMINATES RETOUCHING 


ON DUPLICATE COLOR PRINTS 


Our color control method enables us to pro- 

duce exact duplicates of any color art or 

photog . 

With the same control methed we can pro- 

duce from traneperenc of un- 

equalled brilliance, 

color purity. We can lighten dark areas and 

miensify detail therein, bringing these areas 
uction range. Send for price 

EE sample of copy color print. 

CHARLES BURGESS 

Ellertson-Burgess 

S18 Fifth Ave., S$. Minneapolis, Minn. 
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Cunningham & Walsh 
Says 50% Own Sets 
in “Videotown, USA’ 


New York, July 3—Television 
ownership in “Videotown, USA,” 
has reached 50%, following an 11% 
jump last year. However TV set 
sales have slowed to a walk be- 
cause many of the remaining 50% 
either aren't interested in video 
or feel they can't afford it. 

This is the report brought back 
by Cunningham & Walsh after its 
latest visit to the unidentified test 
city it has used for the last four 
years to study the influence of 
television on community and home 
life in a metropolitan area. In- 
terviewing for the fourth annual 
study was conducted from May 15 
through June 13. 

G. W. Tasker, research director 
of Cunningham & Walsh, pointed 
out that the “second set” market 
has not developed in volume. 

“In 1950 only 16 families in 


Videotown had two sets. This year, 
65 families reported two sets, a 
little over 1% of TV owners, but 
half of these simply have their 
old set in storage in the attic or 
basement, They are either using 
it for spare parts to repair their 
new set or plan to give it away 
or sell it. There is very little in- 
terest (and in many homes, prac- 
tically no room) in having a sec- 


ond television set,” the report 
stated. 
e Interest in buying a TV re- 


ceiver also is falling off, the agen- 
cy found. Last year, 5% of the 
owners were thinking in terms of 
a replacement set; this year 4% 
evidenced interest in a replace- 
ment set. Of the diminished group 
of non-owners—50% this year, 
against 70% last—only 21%, 
against 28% in 1950, report in- 
terest in buying a television set. 

Giving the reasons for this, 
the report continues: 

“Set ownership in Videotown 
has reached the point where non- 


Advertising Age, July 9, 


1951 


METLTOP 
IRONING TABLES 


FLEXIBLE SIGN—Geuder, Paeschke 


& Frey Co., 
45'x15° outdoor sign, made by Cream City Outdoor Advertising Co., 


Milwaukee, hos errected this 
on one of 


its factory buildings. What makes it unusual is the removable center panel which 
will be changed every 60 days to advertise a different metal product made by the 
company. 


owners in the upper income group 


have little interest in Owning a 
television set. They don't like 
television; they don’t want their 


children spending too much time 
watching shows; or they have too 
many other activities—clubs, civic 
duties, and so on—which take up 
their time. At the other extreme, 
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DAILY ENQUIRER 


42 43 


Publishers’ Statements, Sept 


bined City and Retail Trading 
Zone C irculation 


30 of each year 
a 


Dusted off these facts, lately? 
.Cincinnati is a morn- 


more and more. . 


More and 


ing-newspaper town! Today, the Daily 


Enquirer has the largest combined city 
and retail trading zone circulation of 


any Cincinnati daily. 


Represented by Moloney, Rezan and Schmatr, Inc 


the non-owners in the lower in- 
come group are those who do not 
have money for the increased 
down-payment. Most of the non- 
owners in this group would like 
to have a set if they could afford 
= 


e On the other hand, the agency 
noted only a slight downward 
trend in TV viewing. And this 
due to a few isolated receivers 
which aren't turned on at all dur- 
ing a given evening. 

To offset this, the people who 
do watch spend a few more min- 
utes with TV than they did be- 
fore. “When a set is used during 
an evening, it is used for 4.1 hours 
on the average weekday night, 
about the same as last year. Newer 


sets are being used slightly less 
than older sets. Sets bought in 
1949 and earlier are used 4.33 
hours during an evening; sets 


bought in 1950, 4.13 hours, and sets 
bought in 1951, 4 hours,” it was 
stated. 


e Least regular viewers are grown 
sons and daughters, who forego 
looking at TV at least every other 
night. Married men and women 
are the most faithful fans, with 
67% of the husbands and 71% of 
the wives in the television audi- 
ences on the average evening. They 
also watch for longer periods— 
approximately 342 hours. In the 
youngest audience group—under 
10—the average viewing time is 
2% hours per evening. 

The typical non-television fam- 
ily is smaller than the set-owning 
family—3.08 persons and 3.73 per- 
sons respectively. The TV fam- 
ilies usually have children, while 
the others generally are made up 
of two or three adults. 


e In its published findings, Cun- 
ningham & Walsh indicates TV's 
effects on the family’s other acti- 
vities only for new TV-owners— 
those who bought a set during 
1950 

“Last year 13% of the people 
in these [172] families watched 
television on an average evening 
away from home; this vear 66% 
watch television on their own sets 
for an average of three hours per 
person viewing. Last vear (on the 
average night) 59% listened to 
the radio; this year, 1.6%. Last 
year 22% of the people in the 
family went to a movie; this vear, 
1.6%. Last year 22% of the hus- 
bands and wives visited friends; 
this vear, 6%. Last vear 25% en- 
tertained friends in their homes; 
this year 3%.” 


Mint Julep, Suh? 


c Down in the South theold mule 
A\'8 fast becoming legend, and 
grandmaw, puffing her corn- 
cob, is losing out to grandpaw, 
smoking Chesterfields. Prosper- 
ity is sweeping across the South- 
land and living standards are ris- 
ing fast. SOUTHERN FARMER 
gives you this lush market at a 


lower cost-per-thousand than any other 
farm publication. Letterhead brings facts. 


SOUTHERN FARMER 
737 N. Michigan Ave., Chicago 11, Ill. 
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AN EYE ON THE OIL INDUSTRY 


Not long ago a specially designed (and ex- 
pensive) eye was turned on the oil industry. 
Its purpose was to focus on facts which you, 
as an oil industry advertiser, are entitled to 
know. It probed these vital questions: How 
many prospects for your products or services 
do you have? What is their rating according 
to their ability to buy? What is their geo- 
graphical separation by states or trade areas? 
Where are their home office and field/plant 
buying points? Which segments of the oil 
and gas industry do they touch? What are 
their occupational or job functions within 
each segment? 


The answers to these questions were painstak- 
ingly uncovered by The Oil and Gas Journal's 
specially designed eye . . . our Industry 


Census Bureau. 


We sent trained men checking into every 
phase of the industry, interviewing, observ- 


"alow a oar, and. ofboth Oil Sd 


@ @ 


211 SOUTH CHEYENNE 


ing, following each lead until the search was 
rewarded. But still we were not satisfied. 
We enlisted the aid of The Eastman Research 
Organization to help us maintain and develop 
an even greater check on the effective reader- 
ship of The Journal. 


We have kept this census on a continuing 
basis and are constantly prepared to show 
you irrefutable proof of the extent of reader- 
ship we can supply you among the RIGHT 
people... your customers and prospects. 


So confident are we of the accuracy of our 
conclusions that you may check them at our 
expense if you desire. 


Contact The Journal’s Industry Census Bureau. 
It was designed for your service, to add to 
our circulation the all important “Next Dimen- 
sion” which rates our readers in ratio to their 


ability to buy your product or services. 


OU Au GAS 


TULSAe OKLAHOMA 


NEW YORK @ PITTSBURGH @e CHICAGO @ LOS ANGELES @ HOUSTON @ ENGLAND 
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Richtield Elects Meeder 


Frederick H. Meeder, formerly 
vice-president, was elected presi- 
de nt of the Richfield Oil Corp 
of New York at a recent meeting of 
the board of directors. He succeeds 
Mare F. Braeckel, who resigned 
to devote his efforts to the posi- 
tion to which he was recently 
elected, vice-president in charge 
of the eastern marketing division 
of Sinclair Refining Co 


Build Volume 
at LOWER 
SALES COST 


Door to-door $elling—bet- 
ter known as DIRECT 
SELLING — is building 
giont volume quickly for 
many manufacturers 't 
may be your onswer to 
present day complex sales 
problems. Direct Selling Is 
fully explained in fascinot 
ing booklet—mailed FREE 
Please write on your let 
terheod 


OPPORTUNITY MAGAZINE 
28 E. Jackson Bivd. 
Dept. A74, Chicago 4, Ill 


New Costs Formula May Come 
from Senate Controls Debate 
WASHINGTON, July 5—The final 
answer on rollbacks will probably 
have to be hacked out during con- 
ferences on conflicting House and 
Senate versions of the Defense 
Production Act. Chances are that 
OPS will salvage at least part of 
its rollback program, though there 
will be changes. Food rollbacks 
are uncertain, and in the manu- 
facturing fields Congress may in- 
sist on a new formula which pro- 
vides more protection for “over- 
head” costs such as advertising. 
The Senate’s version of the act 
permits rollbacks on _ industrial 
materials and manufactured prod- 


By STANLEY E. COHEN, Washing 


Editor 


ucts. But in addition to increases 
in factory labor and materials 
costs, which OPS had agreed to 
allow, the Senate demands “rea- 
sonable” allowance for increases 
in “other costs.” 

The Senate amendment would 
cover a situation which has 
troubled some sales managers—the 
unwillingness of OPS to consider 
the increases in sales costs which 
may have occurred since the out- 
break of fighting in Korea. OPS 
has contended that sales costs and 
other overhead items should be 
“absorbed.” Industry has warned 
that it may be forced to curtail 
advertising as media costs rise. 

This Senate rollback amend- 


ment was hacked out in an un- 
usually interesting floor debate in 
the wee hours of the morning, 
June 29. 


In a last minute effort to save 
a portion of the rollback pro- 
gram, Sen. Eugene Millikin (R., 


Colo.) had proposed to allow roll- 
backs, provided there was allow- 
ance for “all” post-Korean cost 
increases. Sen. Millikin’s point: “I 
oppose rollbacks, but I am against 
profiteers. Too many people push- 
ed up their prices just before the 
freeze.” 

Millikin’s amendment was blast- 
ed as “cost plus” pricing, “strange” 
to the American competitive sys- 
tem. Sen. William Benton (D., 
Conn.) charged that it would en- 
courage “extravagant expendi- 
tures.”” Among the possible abuses: 
Big legal fees, super-advertising, 
plush social services. 

The “reasonable allowance” 
compromise was fathered by Sen 
Hubert Humphreys (D., Minn.), 
to the pain of other administration 
supporters. Sen. Herbert Lehman 


* 


More and more big name national advertisers find they can 
get sharper and cleaner color results using Bista Pre-Made- 
ready mats. These patented, scientifically designed mats, 
exclusive with Lake Shore, make possible lifelike reproduc- 
tion of difficult color subjects in run-of-paper color. Let 
our representative show you tear sheet proof! Bista Pre- 
Madeready mats are fully protected by U. S. patents. 


*Run-of-paper 


DIVISION 


the coming giant . 
of newspaper advertising 


SEND FOR 


FOLDER! 


Viet [ome ae 


HLECTROTYPE + MICHIGAN FLECTROTYPE REILLY PLASTICTYPE © AMERICAN FLECTROTYPE ® ADVANCE INDEPENDENT eee 
DIVISION ; 


SAN FRANCISCO INDIANAPOLIS ELKHART = NEW HAVEN 


Advertising Age, July 9, 1951 
(D., N. Y.) felt Humphreys could 
not be controlled. He contended 
that Humphreys admitted he 
wasn't happy but said 

“I have learned that sometimes 
amendments are adopted without 
my vote, and if that be the case 
I would rather try to improve the 
situation a bit. 

“If we are going to save some- 
thing, I would rather save 5¢ than 
save nothing.” 


Not so long ago, the Federal Com- 
munications Commission might 
have shut down any radio station 
which “editorialized”; now there 
has been a complete about face. 

At a recent meeting here, FCC 
Chairman Wayne Coy urged ex- 
ecutives to come to grips with 
community problems. “Don’t be 
afraid to take a stand,” he said, 
“but be sure to give the other side 
fair treatment.” 

He suggested FCC's review to 
determine whether a station per- 
forms “in the public interest” 
might well be reduced to one ques- 
tion: 

“What are the ten most critical 
problems in your community—and 
what are you doing about them?” 


Barring a congressional mandate 
to the contrary, the defense pro- 
gram will go ahead on schedule, 
a Korean truce notwithstanding. 
Defense Mobilization Chief Charles 
Wilson wants to complete the pro- 
gram by mid-1953. He may even 
have to step up activity to meet 
that deadline. 

As it looks now, though, pro- 
duction of automobiles and con- 
sumer durables will probably level 
off at present production rates for 
the remainder of 1951. That’s a 
rate of just under 5,000,000 auto- 
mobiles annually. Other durables 
are at about 65% of the 1950 peak. 

At a meeting here last week, the 
auto industry split over the need 
for Controlled Materials Plan pro- 
tection for non-military industries. 
Big firms contended they could 
stimulate output of steel, alumi- 
num and copper if they were free 
to “hunt” for supplies. Smaller 
firms complained that they can- 
not match premium prices the big 
firms are able to pay. 


Homes under construction in 
1951 are larger and more luxrur- 
ious, according to the Bureau of 
Labor Statistics. A special survey 
of six big metropolitan areas cov- 
ering the first quarter of 1951 
shows 60% with over 1,000 square 
feet of floor area—compared with 
40% in the first quarter of 1950. 
About a fourth had more than one 
bathroom—a_ significantly larger 
percentage than in 1949 or 1950 
Average cost increased from $9,215 
to $11,765 and was attributed only 
partly to changes in materials 
prices and wages. 

Meanwhile the house trailer in- 
dustry told NPA that it expects to 
produce 80,000 units this year—up 
15,000 from 1950 

Industry members claim only 
10% of their output is in the “va- 


cation” or non-essential class and 
that most trailers will house de- 
fense workers. Eighty thousand 


units would mean housing for 280,- 
000 persons, the industry says. 


DVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, Im 

of Privacy, Plagiarism, Piracy and a 
tion of Copyright — ail are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


wr FOR DETAIL 


EMPLOYERS REINSURANCE 
CORPORATION 


t Maye 


Kansas City Mo 
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| Again, SEVENTEEN breaks 


all advertising records! 
In August, advertisers will use more 
pages...including more four-color pages... 
to sell more goods than ever before in 
SEVENTEEN ’s history. 


There is just one reason: | wes 


seventeen sells’ 


NEW YORK OFFICE ...488 Madison Avenue, New York 22, New York 
NEW ENGLAND OFFICE..... Statler Building, Boston 16, Massachusetts 
WESTERN OFFICE..... 400 North Michigan Avenue, Chicago 11, Illinois 
PACIFIC COAST OFFICE: 9126 Sunset Boulevard, Hollywood 46, California 
SOUTHERN OFFICE......... Rhodes-Haverty Building, Atlanta, Georgia 


a ae ee ee 


ee ee eee Sore fae. eee 2... 7 an + Se ae ae ie Me ic ae he ee er Nt 
— are : . . te Td 
4 ; aa 5 
jo 4 
Hoa 
ey 
i" eS 
i 2 
. Es 
' 
Bae 
Kn 
. Eh 
ay 
. - : 
ge “a 
fi ; ‘ otk. 
| = ar 
ae 
eA. 
ae : om 
‘ ant 
| ~ yi. ae 
were ; Sar 
Nate ! iy es 
3 4 = ea 
“ie” a > 
q _ ee 5 a & 
aa! 4 ‘ 1 
a 4 i ? ‘ - 
. rs ‘ Ms 
“e . a 
School! : ee 
4 . A 
{ v4 j ‘ i : oe a 
i 4 Cloth es! ae 5 
) ——_—_—=— en Pre ‘ c pot .* 4) Bot, 
| = ie ean Ps Bs-gis, 
] — “ . 4 3 > cue a ae ‘ e fay’ 
| — , Ot ai . 
i = -; 
or a 
j lea eas ex. tes 
' ris , ea. Ye 
ss a a as... 
te - Sie esa) <e ri 
ee . or .* : _ ty 
} me a 
; fi a * ee 
' 4 : nae 
‘ ae ea ; eee 
| aa i #£i* 
: ee ir ie ae). s - fy 
, nee % Z en 
eet 3 — 
: we ee ma. 
. i. ae ae 
; ay 0 es | “We 
a ahs ee! OIA 
Be * - niall _ e 
a a 
‘ ja sae . 
: af ay “ i * ans rc € 
oF ; s ss . 
: ao a4 
ee eo aS. 
: = f a: 
; ; = Sel : ba 
ms Be. ae oe 
ie ee: 
, BS K 
. : if Rea: =. 
A y | ae 
a Sa me * ‘ - 
ae vy 
; ee eae ae S-: - 
. at io? bs 
= era ae oe 
oe 
< oe 
. i Sert 
eS 
td 
ae Se 
ond 
a 
5 se 
(the 
ee 
ae 
pa, 
oe, 
S . IRR 
bei ty 
i; e es 
} oe 
ed - 
c os 
“Sie 
it] . - ars . Sites ‘4 
y . his: 
= a 
f i 
ee 
; eee 
| Ds at. 
we 
" Lae 
Pe 
Soa 
} } Ere 
} eats 
e ae 
} Be, : 
oh 
rae 
Gey 
; = ne : ae 
ei Li. , =a ae ia 
ee : - emt oe 


d up 


he 


a 
8 


a gi . . ae eee 
: ni pp - sar mae *% (A aoe 
Jas ao oa 2 : Pa a ee 
ae et oe ae. ae => 4 > ee =F ae 
} ars Ms ak oe oe ay wege oe I He ee el yi: <a sation 
re kare ee aan eet” 2a a fo = 2 ag la som ae mr 
See ae CS eee oe. Pas. a oe : a ee igi PEO Soon 3, 
Cy ee feet ores 4 ees eee Ta Be , SS > a. a) Mo ee ee C2) ae g 
ee — iC pe ae *.) Ss Te ee gies Soak s a oe ye 
> et oa SEY) i a ee ete oe fi .. Sr a eee oS. hes aa a Be eh} 
Mf _ a oe ee. le 4 fe sie 26 ne ae po SO te ce se ae fo) ae ey) i ee 3, 
: ne 1 Met -. iin oe: eee ie oe Takia or a): 
-“ ee Re: naman: A ee te .). + eee 4g ae ‘3 es 
Beaty Bees ME :. Ss) Mamet se See |< ae or ae ee ae a \ oe i eas 
, Sie ‘ BS Sa se on E>) rr es a een Oo eee peers eee a sa a eee He 
ae eee = re dee nn oe = ans = 7 ai Pilsen ae Be? te ese 7 - ae ay 
d Re ees eed ag oo a Prine ir h peta ae: =. ee toe ee . Ys : * ee a | : 
. «= ote : ae es at a me a ge phe a : ee ee 7 ae f is . ‘a akin, =o he 
ie ¢: - “a ae. cae ; eae g i ee ese 4 a ee oe Me. - 4 as Ss i ay 
ae i clp ge, ee See a ee. Se De es ; My at) 2 Ge ah olds ae a ae 5. a 2 > ee) , 
is & q Fer a ie oe j a es 4 , - = ‘€ Se ie eee ae ee »* q ae _* 
as, _ 3 ee ok ogg ; Sk ig ge ol en 2S: ee gf ARR sag fee: eee x = ae see ge : 
ee ae 3 pee Tee a elon. Se ot. a — +. ee avi - 4 = a 4 
Ee. 3 = Balt Ne ae Bt gee See st ieee Cae SS Po ee - eee ¢ 
Te ae ao ries ee “ae i ees f es 6 ~ ia Hemeedt 9 oo ee Se ae take — = seat vet to J 
re a 2 tito Sk. [a Be | aaa. ; 
gers ee . ie ee ee ; ps Pe Ae ies 8, oe ee 1) eee i nd a : 
is, i : ae i - es ar ef ~ Mpa Le Seg ea eee» a ame 1, ae J i — = 
pe ers : Te a er ee Reese ee 6 pec ee amr a3 Haars Rae reek re 5 AS a. =. e 
Le Bug : * ee Rees iy — fe ot sarge F ae ac 4. ae er ie a, Be ert et eee a: a 
my tan is Sees a. as ee eae a i a oe ge = a a = 7 a a P 
aw aes Ais ey ip Mee eh aereoe > (gee, 0 eS allt ae oe ee ae 7 aes EY 2 4 : _ * i : 
oa ee - ees t, So eka! a eye o So ae oo oie Se tees a : a. 
a es A Tae eer, ae ae Se eee ep eee a. Gat AY a ae ae 
a eyed : ota ee * ro ne 3 le at eee? * lee Be hog Bee cae 4 z a ae ; 
Ce eee ee em ti oe bee eS ee cae ee oe pee eae oe :5 > Sar 
pirat) ee a > ‘ $s Pe ic | gi ee ag Ba ek: fe ¥ ot oe: oe = 2 ae x ‘s 5k ea & er Se ee a ra ee 
pas a te eg ae | i oe oie =: sees peace. * eee es o: oee a a 2 i 
Sie a1 a aT 4 oi ae ee paca oe ee eee oe Lo ee ee - la ok a 
svi . : Psi i ee re Ate a ae ca SS a pe So os, . ; - Bee ‘% oats -* = E Bogert an | 
‘ e Se foe = wel ee — 
e ane e, LS aS 
ie 2 =a 
. ah 
& 
rear ° 
= . Cae a | 
; P arenes . : cs. at 
- ae 3 E ji aa : 
x . oe 
7 a : ae : 
te ae ri awe 
. — 
i eae Ges : 
is. 1 - i An 
: i rot Ae ee Be : 
re ete : ‘cay i ic ee eae : 
oe De a ae : = cage os: 3 
. , > aa Sela peeia te-F Res. « ae ’ ey a 
53 ee a ye ee eee ‘ Sy ede... Sra epee te) fg el 27 re q a f 
‘ ey sh ar eh aa phiis rigs daaee Pe eee “i A eam < : ie . - a = i 
i athe Be! ee ae ae ee ae ee cee Mee Fe ee v. ea * 
ae ee ‘ge os te ea eee ee gd a ae ee : 
P Gee it Maa oe i. a nies cic. as eae 5 2 on eee a eins ~ wale ‘ 7 - a — 4 
+ es gg ol a ace iia <a i a hae ; oe ae Se ae re ; a en fs, 
ia Eo a : o> ee ee ee oo aay ee Se Pee. 3 - 4 i rc i fl Tae oo q 
: "Sone Dr pe ‘oes Oe ingare Ue oe ee eee hoe, ae eee gt oe ae je et 
i BaF ee gm. Ee. ee aes > Eo eee ee oe yo See oe ies ee paar hie 
; : es eee. et Secs ia ee Pe a eS ee ee a oe oS ate : <s Se ei : 
: Chae i sl rr Bot. ree: eee a : a5 ae oe ee ee i a me ; 
: pace ee A BS: Ass eee ee ae ee er eee aos, a a 4 co | 
. ae ce Ta ae oa ieee ae a chee . - oe a eee eee Sa =e oe a ad 
; BY a. eee i ee ee a ee oy aes) eee sae a Se eee i 
Rees Be ope ae 3 eee ee ee ees Ss a eee ee 4 ae | 
: ae Seek ce i Me Say 5 235) Se 3 a ee i ee ee € wats S&S sf 
— ae oe Be tn Re Bee et oe oe ee 1 Be.) Se nnn = ee ‘ 
ieee =. = | ae ‘aoe a Bei. | eee ee a ce a Ste. F 
: ‘SER ‘So Bs. aw es oo ae ee Sea pesmi Os ae ee: x Pe ate 
< at Fe ee eae fe te eee i). ae ea ee = ees 
> in y eet az b ; a4 ee oy ae ee aa - 4 as a 
oa ees Oe is j ae — eee) 8 See a a. = ee ae % 
ae Sn a i Tine ee ee a 3g a ae 
. : ee Bl ated Sf. eee 2 er ee Lo ae = -_ “en is 
afar oe tees tn OS = ae ee ee ee ae ee ia eee : 4 
— ye a se ae 4 < ops ee eee et ae oo : JBP 3, ee 
ae eS ae ae ae Be Pie Sa Bes oe eb) eee a wee s 
: y Sar ia. = 3g . Sy a eee <a Bis joe ee ee oe _— are” 3 f 
ar See ‘Siger ee. a a Oey : = Ca Se Seis: coe a ee moe > eee et teks aa 4 oe : 
eee ae og re oo Sg eo tee eae ee Peon 3 et ; 
; : a : eet : SR eFi E d | HI . eB et Ne ee Peete re ss eA. aa ares nn 7. 2 re 
~ BS Sa toh ‘ ne ern . 5 * Fe <* ee Le Bae oe ae ie Noa aa OF a eae q 
: ae ae me a eee ne Fs SN Ge e “IST C1 i a ; ae : ae: 
. a e: a hoe > ae bene ie 2a ee! Motu ODzZen vec | 1-8 ¥ . os 
Serie 4 hi eee eae ‘ ae a le _ Ee Gee ee ag. ee gee scant ree = 2) BF " ee es ; : 
. pen gee a te ee ae + 2s ae Be: | ae ot (ees A 4a Re sieges : 
My oa ee . a hace ee * | a ee ee eee | a A. oo. Pe “ 
a. eee. Se an Se ee gs) ee a . ery -G i . 
nat Bony oh Ont os eee melsale) oe eer “se > a en nn i ieee ; 
: 2 sara See nae) d (Si eee Sy ; ) ~ f : = ee caer 2 Vea 4a ee ae : 
So Be - ong in ustrial Mate me 3 : aan i eee 
te = oe wee i a < , i Motferiais .~ oF ae sae ; 
: BA er Si (aie pe a ee ne os, Beene IN pee Pe ee ip of ES hese ey SEG New tf ENE a pe ; ; Be an ; 
. « See Ree Oe G ae aoe wy sate af 4 See cr Ee ee ae tg ~~ PB i ee ; * ‘ oe 
See oe per ao Meee = OD, ave i eee Te a Be ig Be Pera ee ot, Nae a a —< 2 
vie AMER eh 92 ne Rah fan S é Pas eo oe. ed : ne Be ee ee ee 7). et a | aepes u : ee ; 
; Page ee ee ao = Ngee dle j PS tam ee ee eet Sy a ee ee eee ; e434 Z age 
eet ae a. 7 a ee es ee ae 4 ane a ie { 
ee a Vv sers, wae fen a aw ii eS 
ae eae) ss vee ee q A ¢ « ‘ = tlt eS AW “ es ‘ 
See Paice ins ‘32 San >. Say > ica 2 mi Ve r <a a ee a, Bee ls ; 
; eee Ce ee a ee Lal fe me ppc ISV ee es eas a pees: 
3 ies Ra ae ae ee ‘aes a: Sa a Seen Ss eae hele, es a : “ae ae : 
: ere Fs A aS = ee! ete Se Ae aN oe Be tel ? 2 7 ia i: nas ‘ 
By ee eae as % Doron +.) ae eee emer Pe 3 Ee Py Ey 4 : ae i 
: he Px. gS <a =e : 7 eae AN ad Mik eae tk on ee ae, = a 
ee a oe ie a oda OF us gt i poe ee Eg 4 : ; 
ate i ee ae sees. ol ; , 2 Ti O° <i Ea Penna 2 es ees ae ¥ , . : 
4 ee oy: es ae SA ee Cn eg ee ee r i em ellela: | ae are Pas Ps ee = : mt 
ew Fir eee ° oo Say thes = a pea See ee a reat —— atetga a Se oe 5 ol ee tie ee es % k 
‘ os oe re ee ote ee is oe JD Pa ee act © er eee ee fk oe eee _. “ 
: Ban ie: Be oiece ake De ee ee tae i S16 in Be, ae 4 a : 
es othe a ae eae oe a ‘ze. a as as: oo ee a ie. ee) 
> a gy Fie cis — : ys Deen aa = i - 2028) | ee a0 ae eae d., ¥ ess aa ad 
ey ue: a Aras aes oe ae eee. 2 oes AP Ss ‘a Re . ; 
; Sas «% > a a ae ie es Ce i ee ‘ees “anes See ‘ a eS ae i 
‘ oer Suet ae Sa ee ae Pay eet to eye on a eg ae com a i a 
es tite ae Pete eee - pois he aa ee |; ie 4 << 
i, ce ae Te oy eat eee ae a a a , ; 
i Fe ee BA o> ta ee phew Fi te. 2 Oe oe ‘Ca ane i 4 Z 
eligi etter aS ae A ie ee : =e i i a eee t. Cee Sone * a oe 
ote uh ea 5 ae a c /. rae 5 ee era ’ q a vad 
<a ae fone ee, ; ey, eee Re | y a o 
23a a aa = Se ae ee |: ot 
i, ee 7 ee ea ; om oa Sy ome AC 2 reas ¢ ; a ae ) oe ee es 7 Bt 
in pee ‘ly ae Bares see Sod : i os oer i ae ee fe os 7 ha 4 ae ; 
~ hes BS ae ie fee 5 EE eae _, SoA gees. Se eae ve — 
4“) Saeee ey ey er po oe Pe ee ae — 
Sct . ror ene Be! Sug eae is a ees teat ee 2S te eS fe a : 
1 es rey BAe SS Bess .- Me ane. i th ies ee ee 2 — 3 
ae Bo degen one =e oe a .—4 oo. ee OR ee oe eee |e % lt . 
; Gee os eo, ee Le Ech! eee a pees | Bake * ae : 
“eee oo ee y aera eee As | 2: aia do ee oe Ry 7 i 
er > fe fae ee Lead Ss ats OS a eee ities SS Ca Peas, 5 t iz — 
Be ne as es bree — ee eS Por ee de Pee = pee. is SR ye oo apeeh as — f Z 
Papa = bees a er Prk aie Se ae Cae ey oe a es a : 
7 ag eo ae eyo eka ~~ eee ba — = oS eet ‘a ee | 3 ae, ; 
f gh oe pee foe a . ay ee > dds Fae in es _ ae ome {eee a ——_ § 
she eee a ae :. Gage : See ee ae sae ‘ + ane ey « a ‘ it 
: See = Son Ppa ase a Ree 2 hee poe i i — : 
. eae = ea Bok 7 . he ie. ee ie, =. at re a ae * ai ae oo be “> a y 
fea eo ay ah ee . oe, ane — a , 
3 Fee or ey eee = See . 
3 H ae ae = “a fe, ae i ee ee, en. 5 
eel poh ‘ets et ea eee eet ee a 
9 “ 4 ie Ae Bete 7 2 Dy ae Mey a Ee mines y * lore of 
ace ae > 2a 4. Se 
A a oa See ys Ry oe eon 2 a t. : : 
ret” “a ‘ ae ee abe es ae ' — se a a : 
se ; fe tae ie ee ee j 
es) z ‘Goa toe | ee if: So —— : 4 
fi ee ae “ see ae? . ie Baise: er se bi) = oes 3 & 
; ‘ee ae a -:|lClU i ee ) 2a +) 2 eo ' : ; 
ie Zi ae =, aeenees tot 3 a 7 5 
Say, eke a ae 5 a oe Me E: 
pee it 2 eS 29 ne | ae ee ies 2 oe 2 2 : 
ia ia a eee oo nt aan a has ee : 
ee eee of ros ee , meee heres — ee eee 3 ; 
Roe ee a ere ae ees eS SS a i a ae 4 
: ; Poe By be rs Pi cc a So Ce in ae cee eee eee 
. a Cae SE oe eres ag 3 ee hide ? 
we Je ee et a = oe ae” i es eg, ee: oe ; 
eine see ea eer - : oo eee ey ae = ey “Oe ih ’ 
om coat me ge Pe ae Se OS eS ea ; 
BER Be a ae ee Ee oe le ‘ 
ae ae a Ey ta ae eet (ea gee as _ : 2 ee ee : ae 2 pis 
in Be at ue he i Se" eee a ENS ee Se et SS ot : a 4 i 
ee “= 9a Phe ee a Pee < <a Se es oe Nhe. ae. ee < : . , 
: ; ! A oe a =i foet ee ite e Ree at ee eae hl” etude ue e 4 
‘ ne Bt oe gc itt eee ate +9 Pe i, 4 a a oe a ve . : : 
a oa <a ae a a ete: = : ame ws 2 Bees Bi = ate Sages ie ri o ee. a 
; ig? é eae a ee a 1s Co, ae 2 es ill eo it ee : aK re aia am . Se = : 
| . ee oe te ee ea. Betis nig otc ing eeear ae ee eee : = ee bs 
aes a a: ee Seema See, i Po lig sh ae. oe. eae oe ; 
: : Pig bo: ee ee pe ci seme Ss eee ee ee ee n ; 
ig se = dt : ia pares = He Sem a ee ee eee eee —f. 3! a ae a i | 
e F Ee eget = aa ) ae ee 2 ee ane, ). oo a ; 
; ae ie he _—— Ed | ees eee Reo? eee ee 2 has ; ‘ 
iS he Cee wee ae. tf ee a oe te es pore eau. * a, er "i 3 
¥ ee ty ee ae | - Pee ‘= Shc a 5 ae Rot es eg: Te aise sa a ; 
7 es pees, a ee ee a a a EY MRS h ah kg : 
é gee: gee. a eee ae a ee ee oe ty Se a a ‘ees is | 
ae iare eI Z Re, te a oy _ oe ete As a en 
" é Ame ~ pO a i : a a eae 7 » oe , 2Ge : Brat aces i meee i es = 
ee ees ge ae re aa pee ee ee bo gee 4: oe se ee bas iy ; 
ae Reset a : te Pat eG ne oan 3 Oe! ee eee ae ce mG : ? a : 
<9 4 ie ar oan a ee oe eee Uy es mime 20 Sn ha - , . 
Ly =a 3 eae fe iy. «Ree te a ee Se eee ( i. - iti ; o ; 
Ay as vs Ss ae ; ioe. eae = oe ee Lae i} aie Dasroe ss. " Sr aa a Ba ¥ “ret fs a F f 
de Fhe 1 ee - ee ae pa. Ae. ae Ba Bg oS). i ee ae 
a" 2. ee 3 ed ee : ’ ae oe 4 beste = re ‘ Mra : i: 
re Ae ne 7 Pe ae per) sh ui race ee ee Lae io 9 B 24 e oe 
ae aes : ap i rk pee a. es eg te) 3 eee { s a ah : i? : 
a ace : ae ae ae * eee 2256. 2 i a 4 : = : 
oO ee {eae Se ee 7a cae Se eee ra =4 yi ae i s st 
RS Stk 2 rsa ges ale o fie ? | es Oa ee a —e : i: : eB 
‘ @ a at Bs 7 7 ae a re ‘: 4 : ? ae 
re ad feet Be. a ae - ae: 2 ee eg” Pata —T ja. Py ae ‘ 2 
: * <7 i — a es Se oie ‘ an or a ane Oe ey A mae = . p Fo yi a Poros = =: -e i 
3 . : - : : 4 ee. 5 ee ea Ptr ean : 1 ee , 
te a » > ae ; see eee <a gee he ey ae > ae z 
5 ae eee i Tne ce ne : 
‘ : ee P ; : erw lee . er aes 
: : : : oe ae 3 ae jee é 
——_.___- _—— g Te ee F. 
——— varary ; 
a ) 7a hoe ea + ge YOY ape 
EN ae ae = 
is me ee) ‘e 


WEEK eal the little chart. tells 
years, advertisers. of industrial c 
~ so highly of NEWSWEEK, 


| (PLO 
Proving again that well 

_ known fact: odvertising 

in Newsweek pays off 


= 


fican 


Bee fie fr. hie ina ae eee ES ain fd % 2 a 0 gall ES oma NR 
My ee te oT: y a es) ak ie pa ie panne Lp ae 
i on a ae ee * oe a ee Ro ree ae oh ee cee 7% 
iS ae i oa a eae i me ety te Pe ee ae 
“se "ay, adele ‘a : a “Sele ees big oe ce! = a ee 
me es Ps. : a a ‘ath ee A . oat Pe PPh eS 5. 
oe  —— Ae yee . 2S i IIR ae 
apy. eae a als . ae a oe a ie, | eat ee 
oe. ag : eS. sR Mee 7 Abe : “ae eee a ah ieee 2 GE ag ced ety hs 
— ene ee a 5 cna erie ta , Peone: . 21h See eearmmallaiaies = ae i 
ae oe dg Fl, ao eee ee Loc.. - i 
‘ce oa ae ay cei a aan, lee : ere Pa eh 
a 4 an 7 i aa ay eae rake cae Sf ie Aiea 
es ee ok eS a oe Be’ est ; tate 5) ee eT 
ot aa 22> oe F i ey Jen ee ¥ UM ae ee sare ge Pare Pe ¥ 
- ae a, ca 2 te ee ir - Bt earl) cea oa wey gi eS See Mont yl oe 
ee Boe : a Pie ae ll 
ie: ee . — % oo Bs. a oh (io pds RE 
See 2 ia oe Paes ae “ Pees re as 
Pt oc  - | aa Scag en CA oe 
fe gn eae >. i i A ie ae ‘tr s eee a i! ae 
a ee ee po Pa eA i t eM MS o> ae ee a a 
is eee. 7, 5 ae “ Ros ee it ae é coms eae a gy eee 
Pea > a ey a eee: Sw 
? : eo oe a a Ag a a at hey Shy he ee | on Se 
a ore eer es Bt oe Be 2 30 a wot Sipe a 
‘ nt ae tae, Ute aan at Bee ee Sher i a : Se cae > id co 
ae EM ener a i ae Be Bape ee re ifs See re a SER 
ae Me ae? : > eae OS be ae Pe ip eee 5 agi aR 
. MGR! ae ee 4 = aa See a2 eee x ig ees a ec eee it" a in te 
ea Pees rr ee, ie a ae es ee : fe ie ail ee) ROS 
22 Og ea ae ig ae ac. Cee a UR er) I, 
ey eo mee ea at ae : mee eg een Se ct aa 
ea 4 oe ola ie Ree Be pe on ees 
igh j i a aaah cea ee + th Sa iter: i oe BIR SE ISS hee eae 
ee | yar ue a re os aes ee Fie cre Ca. eels 
eer ae. Sea Bete: 4 eee om Sage eo es Mee vat. ae ae RP hos 
oe ae a rs a ages Pits. | ee ee, Se 
aes). en ‘ 1 Saag om i apes Re aay co na Seg Riles Ra ,* aaa 
Rc ae Ge pa Cea a oe eee oe ‘e a ee ts <a 
7 ee re Rae . rien =a ae ‘ a > Pike ES 
: ee ae. sare a ace “ ONE tae ees alee ie ae oe aide ey ee 
nd LOG oe | a t pareey * ~ a eer e E . Be ck et Lae 
ee, . ae Bh. fe ie Pig + ae. Rage ee i i eee 
: as ae oes ae : ie Sg i . ae ie Sane of Meaperr 
a ee eS : ary ee oe a a ee 
ee a ot ae a —— ee = | SRM ey 
bypst 2 ae ee er 3 Mae eu . eee ies : co | i ars . : ote 
Ae coc een tage re. ee ¥ ce. i ae B i > Se eS 
de Gee i a “ ss a ge = ae Ae pled 4 oll bn % : poe 1. 
re tears -: ea —e . ‘Sa e ee — ees. 
Ste a ar. . an po gs ae tage: oe k ee esis 
an, 4 om : ea <——e Rvs 3 ah! ie ae ae — ARS ea ee , 
a rnd? 4 So aes oto ae : Fee. =: eae ee. See : i ee o a t) id at ae ee 
bi ha | = eer cam e ee ag Pe ' OP kg BENS 
es eis =. a a: ee —.- 3 a Bo.) = ; ae fe Pe eg BOS 
73 fot as Ga a a ° A Ba : a (ia 23 Se 2 Eee all Ra 1 ee § rt PR 
ie oa aS et ;) ae x ee aies ted r ee Bass ae me. FC. 
: pot te te te Bee: ; | . ages 8 i ceo: *. | re 7) | ele 
, ‘ Ae ee a ese ro - ete =. : - be pans a AS 
a et ae 2 a ' ep a ay : ma ae n° S a ot = ans 
- aa = ‘ d Bees: an Te i oe : ‘2s RePie S toe 
a agree oe i = 2 Tie ==! a my be rect | (oe ey < foe . 
ee J 5 ae bo AG ! eer ce 
: = a As —— ae ‘ aes - peg a ag Setpase, nfs RS aS 
er > Se E nS a a hay i pe ee AR Ee 
hs SES ‘i i. a ieee ter ae Preis p . oo ere 
s a a ae : | NO oe i ey aes Pt i ae. Y Seton ty oe ame 
a Ree 2 ae : a ee 1s Sie ‘ ia 4 ; SA Rory ei Fe Oe 
a rere ups | A NEWS- | i | [ans Ce aes 
F : . 3 ae j ing aye 7 <a Be 5 Bip SUE ae “ 
~ ae “te ' hoe 4 _ cr eg rien ae 
. x | in a mere ye oa, 1G es, ; a aia “3 ep a 
F : y: ef : fee 5 is a et Cor (re ee 
: - oie story: me a! zt ee tees hap Ba Dies ad ae shy 
: : a : : mi oer Sigil ee Papen. ee Hie ENS 
: als have come to think — ie cS ae arate 
’ " , 2 ~ eae asec i at Ere Me 
—— li ll hh. x a are 
i” i ca eee 5 ig ‘ S ne ; 4 ae at tal aa BA - ty “a oa 
: 2 sia ; ea Pa Sa ete @ -*s 
mt io a rage = igs aa oe eh Pept tiie Mc oe arn ee Re 
‘ _it’spushed uptesecond-  #§ mmm =  $wo :. ? — 
; aes “ : 13 ee a i ps) i a bar i ees 
a ee : ane N Business Week Bee ae Gus peepee Baie a ee oe: 2k, .. 
e. pe a : igs BY — eee Sees Mee wee Be ap. PEW: 
Es oe 4 whe a a ae ae “oe meee oe SS ae ut AN 
— place among all maga- 2 temme Gage 
7 kK . re wet F a ees b ae et rere. 5 . i nS rN Code se 
i aes Pig ae’ ; S Sep et eat ia ao ? ee: | a a ee 
a aa ee Pete = oss a [ee 3a 
a ‘win tae ’ ae a ae : ee ties TO le Be a | i ee ee 
4 Popular M _ ae Seturdey Evening Post 2 eos > rte 7s hy : 
re 7 ae ae ges ee an i . a & ee eee 
; 5. Nation's Business Ss. Fortune ee a <a: 3 
ca © “iid. | ¢. us a. os as Ee ee See 
an | re e ie eke , oy a! Paes . eae” 2 a f Che Peas . 
7. Popular'Science = a 7. Popular Mec _ nee a i a ae soy 3 a 
v- eee 4 Swe rome a aS ; oe |e eo See 
a BB. Modern penics . oan Populor Seiencd ener, : a ee Md ine oe 
; i 9% Vogue \ so | % Mechanics Mustroted —\— : ’ fie: ne ¥ ae ee 
: a : -* a = «ea Pm 3 : - : es ; Pe, ON i es Sa Ce 
; _— : ee + aes ei SS ee oy eke 
-) ay og : Jy * Peli ye . a 
+ ene ‘ ee. ee x ; ee 4 ae ar ee ra eee 
= ee : aie 2 Se a ae Bo At a eh ® i Be ; 1 K goa 
2 . pate. or : a ~~ A fn et ARN Oh ae: We 
. 2” ‘ ia To a ee ree nl or eee ages Ra cg peep, 7 Bs Es Ss 
- jae be iid mes d a : Bast - as : : me ae ne Jat 
‘aoe ae Be on. ae ic or cc a ye ie 
ar Te i a 3 oa ea ae = a j ig : Naess me See 
fe es a a ee ia = o a ‘RE eg “nial 7 ge ae ace hae 
ee} ra, bc omg ben a Ye ee ee ie te. oo. ne a ta ee ak 
Mess Wee ae 4 aes * 2 <, er ae ne 4 oat ‘a ae, 4 ae We cay © 
ae a % a 7 ae ¥ ‘4 i (oe 36 ~ aut : on Gee be 2 ig ee ro aS 
ome es ys Se 3% x ee :: ee V4 DS gis ane Ate aaa 4 a] hoa Fr oy 
ee elt > oe <9 a ee > oo ie TE es POR 
mr Bg ee io Me 7 er. = 7 ‘ a : an EYES aes ay ea Roe 
~~ . aa a J oe ‘fee < ces a aa . a. by a ate 2 = Sipe > we 4 
a . os lS aan foe. oe : = 4 a 4 ‘ Ce eure 
5 a ae raps eg en ee aa z “— Ss ‘ # Ms o>") s 7S] Ws Aa 
; = Ng Teas x oa " ae . Co aia : 2 a slicks, Breas 
‘ ie 4 an om i a a ee oe Roce | eae & lg, # aay 
§ : ie aaa. } ie i . ies ue pe iete 8. UE en) Re 
% ie ; — 3 oo Re a 2 
_ a , . Ce eh fe, ne 
Oo : ; ‘ee BB ips > SS rpaas 
; 5 x 3 a ee esl ae a. 
. ee 
es 4 as vas baie ee 
te . cae. Sle oF eae 
4 7 pry Tau ah Sra 
4 | : y od bs Be q 1a ee as 
4 . Fy ee ES ¢ 
& a 71 . a ee ae. r i vial ot ded a 
2&) ‘ . P ‘ 3 pS 3 ee a a vagy it 
oe , 3 pty Ses ha Me ee oe 
‘ A ' : : ® 2 i > tn - aes fe! a 
: an ONT eee ig ES 
. Ate  ¥ i ' a vl, Sn meee 
\ 8 oH ee t 7 ;. ae 4 ft oy ae he ey? 
is ae oe. eee _—. = 4). a Oe: pa ade 
ee ee ee sea eae a, a: ee cae . elas 
a ee Rest. Re ae ee ao ve a pee Sees Zs 
mn sy ors cx Bee he ae ate Pe Be ee : et Be iS is Se 
poet i) res oa flees = =. eee &, on ) ned f a Ruee Nosy, 
ae ee . <> os a St to Do a Nhe te g = CS 8 Se mere rh. 
1 : a : ap aoe < =e * Th ke « eee ic. || pe iat 
>. “tea : ie, — ees ‘ie a ok. iia ie Oe, ee. et mS 
a q ‘= el ees oo : on a, Sips Re oe 
> ae 7 : ss ae ess eer : e/a spas sae as sina ; ee a: 7 ae OO 
— dof Se ee BE = ee * ee. oo eA ae 
A ‘ _ ee et : ere ‘a ee a tS > a PRR ee eek 
Br. ae ae . wet * es aes hy aa Re Sh punks Y 
3) : ae, ue oe a : oi! ae ae . ore: aoe eae 
" eS * es a 7 eee e F i ee c a eS 8 tke uae F 164 : 7 - eee fe 2, a, ® weestey 5 
a oe a ie x es ot BA i {cone ree lh ene he 
gt — a F + . a ar a aay : mist, : = ag | ae ane 
oe i rh a a -_ Poke i é oS en ees 
Co} ae Pt ee pe : as 3) a ae ae a omet ts 
or enn of a: a as Pee Pie: | eg pee cg 
et Bigs a eG AER Bs ae. 
at ae a ee r Bo i —- be. oe i: at es oe Sa Re s 
: rage ' Se a = on Sn f a a . t nae ae 
oe ee: “7 ee, Te ie. 5 ne 
= Bee 2 OM } ee Sd Sa aad ‘ oe a aes Pr 
a - 6. 7 ea ee = ones On a Meet 8G Seer 
yr lO a ” ete | ies: 
hi Ae ot ce ; ] . rs etry ee : : : SS Seen Ui a Boyes ad 
s fae bic im 7 as: ae ¢ Le | 2 ae 4 a oo ss e cy 
a 2 air £ q (Seg ‘ . = Se i gine ; ; a a ; oes a 
nie + Soe se ae os e | PT, ay | CS 
al ee Nie : : ue ’ es a ~ ar | ae at ne ; 4 . mr. A mys aT x 
Ramee cee. ; Bee: oN ee . oe <a ce a 
i pee” 4 Jane : | Pia : fi ye) eer re ae. S 
j CS See ia 4 : : A 7 : igor oe ae coe. 6 Rtg Fick 5 ae 
ba! 0) 644 ra ae —_ eo . oar et ; tee «i Cai baru & 
i A = eee “are a iy : i ek 6 ee Ne Oo": 
er iar a a eee ae ; =a (ae ane ; ae Sepa es Be 
ogy ce a a a ee a Z ' ee oa ae ..., ea ma 4 SOMME CO. Ssh. | Siem, 
$03, io eee iar —_ ce. oe o a : ; fet, Pia aa # ote Poet: 8. 8 ee pe ; 
5! ie ey f. . ane P re Cea oe ee : es ie A - ‘ he we be: a, Lf SS Ain ie ieee | aM. 
et Ss ig ee sein ca: a ae ae . vom =p a Ue bee ; Dee as 
} ome ie oa Ibs “aa ee ae ae a ae ee ten 1 ae Sete : x tg ae: Se a = eh ae a 
ee am ae ae ei : an i pe De ae ee a Te 8 Ze , 
A ay ers ae - ’ Pie avi ae Jae : hes, Be eae aa 2 i Re a oe 
7 OO) Sal a y . i a ces mS ce oo ua ie y a ‘ Ca. te Mier Roel eee 
i A eM ieee OT a) a as hae ee eg : at ite 3 Pt ef) Si 
"3 tee ? ae a: Sa. aa eee eo: : : “a Fee 3 iyi Sh tet eS Ss eae as as! 
; Sl ae fa ie ee ee a {oe ie, Ms ele, Os Ve 
“>< Bey. ; 4 | ae - ag eee a ns Viena . ) mee Be sate ar ee eee. 
re oat a Oo 4 ar Se ee nr: ize ar nt ere om = a eT Th cea er a 2 ian ay Ging tas 
ee — Ss RC ee ae [2 a Cie 2). 5 Ar ts Ba ke a 
, 4 Bri, e «2 a "nee a) Bie a A sh ee ae a i gree un A Se ae Hay ke ste 
ag a a . ee es ee Eo bag ee SY a a Be ae f ele eS 
5 ja a ee eee a ee ee ne) ee ke 
a ee eee —. — A Mee ae es ee CS Moin e o 
 < mT ee ~ Deel ee a — a ; Ba E ee GAA aiowe S har Soa mes), | Pepe tes aly ee ~ 
i ae. i ea ok. i ye eee 7 eee 2 
a Pan een el: pen. ae ee aa a Sa) ye eae Bee Se Lom ; 2 
“4 Pa gare es ae e es aaa eee Pan a BBs i pee Wok “ zz Bobi ees aS. ge 
vot Ie ie pat. — [te Soa 2 ie Pe Ns em ee ie + bean Tate, 


Drug Publication 
Offers New Program 
to Save Fair Trade 


Los ANGELES, July 3—West Coast 
Druagist believes that fair trade 
proponents have a 50/50 chance of 
Saving fair trade through constitu- 
tional amendment. 

In its June issue, the publication 
summarizes the status of fair trade 
today and calls on druggists to 
work through state legislatures. 
“We must now,” it says, “immedi- 
ately introduce bills to memorial- 
ize Congress to amend the Miller- 
Tydings Act to include the non- 
signer clause. If we succeed—and 
we must succeed—in passing this 
type of bill in at least 36 of the 
45 fair trade states, it will be man- 
datory on Congress to enact it into 
the law of the land as the 20th 
Amendment to the Constitution 
of the U. S.” 

The publication cites the recent 
amendment limiting Presidential 
tenure of office to two terms as 
an example of how national legis- 
lation can be enacted at the state 
level when Congress cannot be 
convinced to act. 


OKAYS STAMPS WITH 
FAIR TRADE ITEMS 

PORTLAND, ORE., July 3—The 
right of Roberts Bros., department 
Store, to give green trading stamps 

connection with the sale of fair 
ao items has been upheld by 

e Oregon state supreme court. 
+Suit was brought against the 
g@tore by Lambert Pharmacal Co., 
. Louis, which won a decree in 

e Multnomah County circuit 
@urt restraining Roberts from 
iGsuing the trading stamps on com- 

xdities bearing the company’s 
ecicark 

In reversing the decree of the 
l@wer court, Justice Hall S.. Lusk 
Pointed out that Roberts Bros. did 


mot sign any contract with the 
_ and was not bound by 
fair trade prices set by the 


Pharmaceutical concern. 


Bunte Schedules TV, Dailies 

Bunte Brothers, Chicago candy 
Manufacturer, is using 20- and 
60-minute TV film spots on 29 
stations, and 100-line b&w news- 
Paper copy in 35 papers in a na- 
tigmwide summer drive for three 
c@llophane bagged products—but- 
tefscotch, Starlight mint kisses 
afid assorted Whirls. Schoenfeld, 
Huber & Green, Chicago, is the 
agency 


35 Zo 


Body LATION | { 


FVOEIE 


U. S. Census, 1950 
Preliminary City Population 


MONTGOMERY, ALABAMA 
138,129 
% 353 PLUS PERCENT IN CITY SINCE 

1940 
® 242 PLUS PERCENT INCREASE IN 
CITY AND COUNTY SINCE 1940 
FOR MORE DETAILS ON ALABAMAS 
CAPITAL CITY AND CAPITAL MARKET ASK 
KELLY SMITH COMPANY 


Metropolitan Montgomery, 


THE ONLY —_ COVERAGE oF THE 


> ae. 
EVENING. SUNDAY. 


epee 
MORNING 


Motion Picture TV Center 
Affiliates with Fort Lee 

Motion Picture Television Cen- 
Hollywood, has reached an 
with Fort 


ter, 
affiliation 
Lee Studios, 


agreement 
Fort Lee, N. J., 


supervise television 


un- 


der which Fort Lee will act as 


eastern sales 
ordinate 


production, and 


representative for 
the Hollywood company, 


activities on 


will 


program filming to be 


MPTC 


in Hollywood. 
Motion Picture Television Cen- 


will co- 

sales and 
concentrate 
on filming TV commercials, 
handled by 


ton merchandise 
cern, 
with 
eral, million salesmen 


families have expressed 


ter Corp. was recently formed to 
activities at 
Motion Picture Center Studios in 
Hollywood, which has turned over 
half its manpower and equipment 
to television film production. 


Salesmen Want More Toasters 

Cappel, MacDonald & Co., 
incentive 
reports that a recent com- 
pany survey reveals at least sev- 
and 


Day- 


preference this year for automa- 


tic toasters. 


log were bathroom scales. 


During 1950, accord- 
ing to the study, the most ordered 
items in the company’s prize cata- 
This 
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Launch Savings Campaign 
Insured Savings & Loan Assns. 

of New York State, with 62 mem- 

bers participating, has started a 


year’s six top preferences, fol- year-long advertising campaign, 
lowing toasters, are: Tie racks, ysing three columras a month at 
scales, electric mixers, ste€aM the outset in the New York Times 


matic coffee makers. 
con- 


has been elected a v. p. 


irons, wall can openers and auto- 


B&B Names Edward Murtfeldt 


Magazine. Brisacher, Wheeler & 
Staff is handling the drive. 


Bloom Named Corday PR 


Edward W. Murtfeldt, an ac- Phillip Bloom has been ap- 
their count executive with Benton & pointed by Parfums Corday, New 
their Bowles, New York, since 1947, York, to handle publicity and pub- 


lic relations for the coming year. 
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Vi Editor: LAURENCE WRAY joined the 


of Brectricat MeRcHANDISING as 


TR ssistany Editor in 1929. He was ap- 
/) poigted Managing Editor in 1935 and 


of in April, 1948. Prior to joining 
cGraw-Hill he was Assistant Manager 
‘the United Press, New England Bu- 


/ vreau. He also is the author of “The 


Electrical Appliance Sales Handbook.” 


2. Managing Editor: ROBERT W. ARM- 
STRONG joined the staff in 1945 as 
News Editor, was appointed Associate 
Editor in 1947 and Managing Editor in 
March, 1949. Graduate of Dartmouth 
College, he previously had experience 
in newspaper and public relations work. 
3. Director of Research: MARGUERITE 
COOK has been with Evectrricat Mer- 
CHANDISING since 1926, Her entire career 
has been devoted to research and mar- 
keting statistics for this publication. 


4. New Products Editor ANNA A 
NOONE joined Evectaicat, MercHANDIs- 
ING in 1928, After handling advertising 
make-up she entered the editorial de- 
partment as an assistant. Since 1932, she 
has been New Products Editor. 


5. Art Director: HARRY PHILLIPS joined 
EvectnicaL MercHANpisinc in 1927. 
Graduated from Technical Institute of 
New York and attended Cooper Union. 


6. Assistant Editor: JAMES BOLGER 
joined Exvecrrica, MERCHANDISING in 
1945 as Assistant Editor in charge of 
Editorial production, He is a graduate 
of Lafayette College. 


7. News Editor: TED WEBER, JR., joined 
staff in 1949. Graduate of the University 
of Notre Dame, he previously was with 
General Electric Co., Bridgeport, Conn. 


8. Research Assistant: JOHN DECKER 
joined Exectrricat MERCHANDISING in 
1950. He has had previous experience 
with other McGraw-Hill publications and 
research work with McCann-Erickson. 

9. Chicago Editor: TOM F. BLACKBURN 
joined Exvecrrica, MERCHANDISING in 
1930. He has had extensive experience in 
newspaper and advertising agency fields. 


10. Pacific States Editor: HOWARD J. 


EMERSON, prior to joining Evectricar 
MERCHANDISING in 1946, was Managing 
Editor of Electrical Wholesaling and 


BY ELECTRICAL MERCHANDISING’s APPLIANCE- 


with other McGraw-Hill papers for 12 
years. 

11. Southern Editor: AMASA B. WIND- 
HAM has had extensive experience with 
newspaper work throughout the South. 
San Francisco Editor: CLOTILDE GRUN- 
SKY TAYLOR has been with Evecrrica. 
MERCHANDISING since 1924. Medalist of 
the University of California, class of 
1914, her entire career has been in the 
electrical industry. (Not pictured) 
Cleveland Editor: FRANK MUTH, grad- 
uate of the University of Kansas School 
of Journalism, has been with EvectricaL 
MERCHANDISING two years having served 
as Editorial Assistant in the Chicago 
office. (Not pictured) 

Although not pictured below, ELectricat 
MERCHANDISING’s editorial staff also has 
the following members: Dexter Keezer, 
Director of Economics Department; W. 
W. MacDonald, Consulting Radio Edi- 
tor; George B. Bryant, Jr., Washington 
News Bureau and Martha M. Alexander, 
Assistant to the Chicago Editor. In addi- 
tion, a staff of fifty field correspondents 
is maintained throughout the United 
States. 
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N.Y. Subways Advertising 


| Rates will be announced shortly. 


Virgil Pinkley Says ‘Leading Advertiser’ 


our circulation and returns to the 


Gets Spectaculars Franchise | Douglas Leigh Spectaculars for- fl advertiser. But under no circum- =o 
New York Subways Advertising| TY held these rights. Sought to Influence ‘L. A. Mirror’ News tapas & the eines pulley of 
Co. has been granted the fran- sre : =the ; _ this publication for sale. .. 
chise for spectaculars in six key Three Sign New KECA-TV Show ms — _ Rom. — oe the _ nana llbagg ee Mr. & 
Manhattan subway stations: Grand Co-sponsors of the new “Jessie nan ay i pro he Pon ere sony ag om " pe ang ° “we eGvertiene, | me conineae, Z 
Central, Times Square and Penn-| De Both TV Notebook” over Sta- 1 edie 4 “s leadin an sagen hdr Rang 7 portage can influence or ‘buy’ the Mirror. : 
sylvania Station stops of the IRT;| tion KECA-TV, Los Angeles, 2:30 ant wee é at “a eat ing a ver- er wit rew his substantial lin- Yew ever try. The intelligent ad- a 
the Union Square stop of the BMT;/| to 3 p.m., Tuesdays, are: Crosley, aged has attempted to force _ age ; vertiser appreciates the fact that va 
and the IND stops at 34th St, on| through Benton & Bowles; Clorox to withhold legitimate news deal- In a special two-column editor- newspapers with great reader loy- ae 
fi the 8th Ave. line, and 42nd St. on| Chemical Co., through Honig- ing With price controls and the ial on the paper's policy in the ality have high reader interest and 
the 6th Ave. iine. Cooper, and Beatrice Foods price war by New York depart- June 23 issue, Mr. Pinkley de- produce more for advertisers.” Sy 
| The spectaculars are fixed on|Co., through Foote, Cone & Beld- ment stores.” clared that “the Mirror sells ad- Although Mr. Pinkley did not ; 
pillars separating express tracks. | ing. “When we declined” to play vertising at a fair rate based on jdentify the “leading advertiser” a 
by name, May Co. department iy 
i store copy has been missing from ? 
| water the paper for about two or three Katee 
} weeks. ieselert 
; t Merchants in this area have 
3 been somewhat distressed by the 
i publicity which the New York 
: price war has received, but Mr 3 
Pinkley did not mention having ay 
received complaints from any 
) others on the paper's handling of ; 
| the news items 
-_ . L. A. Art Directors Elect ; 
} = Dick Stow of Foote, Cone & 
= Belding has been elected presi- 
i & I) f/ dent of the Art Directors Club 
P ~ of Los Angeles. Other officers 
| ~" n elected are: Jack Roberts of Mur- 
) \ . ray, Dy _— ee — Ist % 
v. p.; Charles Day of the same 
] o XK ama company, 2nd v. p.; Phyllis Pink- 
; ney, Rexall! Drug Co., secretary, 
i AE. and David Rose, Mogge-Privett - 
i . Inc., treasurer yy 
' ~~ 
\ Slate Breakfast Promotion 


Cereal Institute, Chicago, ™will 
inaugurate its first annual Bé@tter i 
Breakfast Month in Septenfber. 
Slogan for the campaign, whigh is 
expected to be taken up in br@ak- * 
fast cereal manufacturers’ ad- ie 
vertising, will be “September Is vy 
Better Breakfast Month.” ‘sg 


| RADIO-TV EDITORIANNTEAM 


Appoints Hixson & Jorgensen 


Hixson & Jorgensen has n a 
I appointed agency for Cop-Sil-Loy, A 
or years ELectrica, Mercuanpisinc has made cash Los Angeles, manufacturer of the - 
. : : _ : ; Ceagaas? alloy of that name. 
register music for appliance-radio-TV dealers. Consistent publication of mer- ; 
chandising features rings the bell at the retail level. Spot checks and surveys ie wo a 
among the men who sell have continuously found ELectricaL MERCHANDISING ~ S Sy 


to be their “most useful” trade publication. Only continuous, persistent, editorial J Want to know What (> 


; , , >) a : 
effort to stimulate sales at the retail level could possibly earn such regard .. . Sy IO Ly oo rr 4 
and each issue had to be tried and proven before the appliance-radio-TV dealer aN da 8 buy? te 
was willing to express such outspoken confidence in ELECTRICAL MERCHANDISING. _ ‘ 
ELECTRICAL MERCHANDISING is now able to exhibit further evidence of prestige Jevenile markets ore mode ibe -- 
in still another way. A critical panel of judges in the 13th Annual Business Paper what children want and need, plus |i 
Editorial Achievement Competition sponsored by Industrial Marketing has just what their parents approve an@can 
ded . E 2 Merc Th » 1950 j f afford, It's a difficult marke to ; 
awarded two prizes to ELECTRICAL MERCHANDISING. The January 1950 issue o cdtinaie enseceabilly wateate 
ELectricaAL MERCHANDISING, the 30th Annual Statistical and Marketing issue, have the answersto some outstand- [ff 
" cs . - snails ae i ' er = 
received a plaque for the Best Original Research in any Merchandising, Trade ing questions, There is a way (om 
7 . * . 7 an 2 > find out, It's easy, economical, fast, > 
and Export publication, At the same time the April 1950 issue, supporting the ; 
. “i? . ; . National Family Opin antel as 
NEMA Electric Housewares Week, was awarded a certificate for the Outstanding - chip porsaorecs ee 2 “¢° _ ie 
u ything you wa °o how 
Single Issue. The judges demanded editorial excellence. Among the hundreds about American families -- what @ 
of leading business publications competing they found it in ELECTRICAL they want, prefer, need and buy, “ 
MERCHANDISING. National Family Opinion is com- ag 
Both issues, as in fact every issue of ELECTRICAL MERCHANDISING, use a concise posed of 30,000 cooperating families 4 
‘ e ° distributed throughout the nation, 
easy-to-read picture story technique to get sales ideas across fast . . . and remem- 
. op o a ‘ Included in this total are special 
| ber that the busy retailer only reads two trade publications a month. panels selected for locale of resi- 
Evectricat, MERCHANDISING has really earned the respect of both the appli- dence, age of homemaker, size of - 
| , , . . ee ° fi ly, annual yme o do nee 
} ance-radio-TV dealer and the marketing experts. Such regard is significant since pa Ye mr a hg a a “s vs oo ‘ at 
= nouse, ang othe specia character: ’ 
| it is not possible without a capable, experienced, editorial team. Only ELECTRICAL istics, 
) Mercuanpisine has such a team... with the largest Field Editorial Staff in the Netinnst Wassily Quinlan te casdaeet ; 
Industry plus a headquarters staff of editorial researchers and statisticians . . . to fully conducting product tests and 
? provide the steady stream of sales ideas needed by the industry. Only ELECTRICAL package tests for a wide variety of 
> ; . . . . rts tly R manufacturers, packers and distri* 
} MercHanpisinc is able to satisfy the appliance-radio-TV dealer's requirements a A ait ca 
i as a “most useful” trade publication — because it has the First Appliance-Radio- Letus tell you how little it will cost 
7 TV Fditorial Team. you to guide your designing, manu F 
f facturing, and distributing opera- 5 
j tions with upsto-date, accurate fact: 
4 about your consumer market, 
at 
> A McGRAW-HILL PUBLICA NWN aliowal . 
\ 
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Radio Wants Them All, So Pulse Reports 
Out-of-Home Listening in a Dozen Cities 


New York, July 3—One of the 
by-products of the stepped up com- 
petition between radio and video 
is the former’s increasing interest 
in counting all its audience. 
effort to measure the full house, 
more and more broadcasters are 
counting people who listen at work, ily 
en route to work, in restaurants, 
retail stores, clubs, schools, hos- 
pitals, parks, automobiles and 
while visiting friends 

Pulse Inc. now is regularly 
clocking this out-of home audience 
for radio stations in 12 cities. Re- 
ports are due in July for Chicago, 
Los Angeles 


Washington, 
Minneapolis, 


Cincinnati, 


kets are 
In an for 


newcomers to the 
this type of service. 


wherever it is done. 


urement was New York, 
findings currently are 
on a quarterly schedule. 


s As of May, 
ably not far 
. Boston, Philadelphia, the 


1951 


St. Louis, 
Atlanta, Buffalo and 
San Francisco. The last three mar- 


Purpose 
of these studies is to measure lis- 
tening by all members of the fam- 
in terms of people and homes 


Pioneer territory for this meas- 
where 
published 


which is prob- 
enough advanced in 
warm weather season to be a 


1,000,000 
ELKS 
BUYING 
AN IDEA! 


Every month, in over 1580 communities, more than 1,000,000 
fen turn to The Elks Magazine in which they take a proud, 
Proprietary interest. When your message — institutional or 
Product-selling — appears in The Elks, you reach one of 
America’s most selective male mass markets. 51.9% of all 
Elks are business owners . . . 11.6% are professional men... 
and many more hold high office in local, state and national 
governments. At surprisingly low cost, The Elks delivers this 
ngtionwide audience of men 

who think, act and lead. 


MAGAZINE 


New York + Chicago + Los Angeles. - Detroit * Seattle 


DUPLICATE ORIGINAL 


PROCESS ENGRAVING Pie) 


IMP RTANT SAVINGS 


* An exclusive development. 


s of 
re multiple insertions e 
age simultaneously 


the same ad bre vak 


now possible to furnish 


ition its own 


itis 
each publicé 
originals and progressive 

proofs ata cost only 


slightly above patent: types. 


)T Cyrus Sue 


Beautiful ¢ ‘olor Work Outstanding Black & Whue 
eau 


600 W. Van Buren Street, Chic 
Telephone STate 2-5367 


ago é 


peak period for this type of listen- 
ing—-Pulse reports there were 17 
families with somebody tuning in 
a radio outside the home for every 
100 families with a set going in 
the home. This covers the aver- 
age day between the hours of 
6 a.m. and 12 midnight. 

In terms of people, 30% of those 
questioned did some away-from- 
home listening on the average day 
The majority of this group—58% 
to be exact-—-was male. Covered 
in the interviewing were 2,100 
families in 12 metropolitan coun- 
ties 

This away-from-home listening 
was done in the following places: 


automobiles, 52.7%; at work, 
26.4%; visiting, 19.8%: outdoors, 
1.0%; restaurants and bars, 5.3%; 


retail stores and service establish- 
ments, 7.1%; clubs, schools and 
hospitals, 2.4% 

Broken down by age groups, the 
audience was predominately “old- 
sters,” with 27.4% in the 20 to 34 
year bracket and 26.6% in the 45 
to 64 bracket. 


@ Pulse is now reporting out-of- 
home audiences so that they can 
be added to the regular ratings to 
give a total rating for stations in 
the cities covered 

Peak hours for out-of-home lis- 
tening in New York during the 
survey week were Saturday at 
3:30 p. m.—7.7% homes listening 
and Sundays at 3 p.m., with the 
same figure. On Monday through 
Friday the percentage of homes 
with out-of-home listeners ranged 
from 0.5 at 6 a.m. to 5.3 at 4:30 
p.m. 

In terms of number of out-of- 
home listeners per family the high 
point was hit Sunday from 9 to 10 
p.m., with a figure of 1.83. 


Better Business Awards to 
New York, Oklahoma City 


The Better Business Bureau of 
New York City received the Los 
Angeles trophy, sponsored by that 
city’s bureau, for its leadership 
in developing a continuing pro- 
gram to curb malpractices in the 
advertising, selling and servicing 
of television receivers, and for 
educating the public about the 
purchase and servicing of televi- 
sion sets. 

The Oklahoma City bureau re- 
ceived the Texas plaque, sponsored 
by the Texas Better Business Bu- 
reau, for its Fabrics Forum pro- 
gram, which has reduced the num- 
ber of customer complaints due 
to unserviceability of fabrics, and 
for improving dry cleaner-retail- 
er public understanding. This 
award is presented to bureaus in 
cities of 300,000 or less population 


Nestle Switches Nescate 

to Sherman & Marquette 

The Nestle Co., Colorado Springs, 
has switched advertising of Nes- 
cafe from Cecil & Presbrey to 
Sherman & Marquette, Chicago 
Advertising of Nestea, Nestle’s in- 
stant bouillon cubes, and Maggi 
products will continue to be 
handled by Needham & Groh- 
mann, New York. 


Old Dutch Appoints Grant 


Old Dutch Mustard Co., 
York, has appointed Grant Adver- 
tising as its agency. Initial plans 
call for a 13-week test using news- 
papers and possibly outdoor and 
transportation in the New York 
metropolitan area. The company is 
aiming for multi-state distribution 
after January. 


WITH Names Richard Rudolph 


Richard Rudolph, on the 
force of Station WITH, Baltimore 
has been promoted to genera! sales 
manager very: Shaffer, also on 
the sales staff, has been advanced 
to local sales manager of the in- 
dependent radio station 


sales 


Two Appoint Kotula Agency 
Majestic Photo Engraving Co., 
New York, and Photocircuits Corp., 


Glen Cove, N. Y., manufacturer of 
printed electronic circuits, have 
appointed Kotula Co., New York, 
to handle their advertising and 


public relations 


New 


July 9, 


1951 


Max Ascoli, editor and publisher of The Reporter magazine, has 
sailed for an extended stay in Europe. Before returning to the U.S 
in September, he will study political and economic developments in 
France and Italy... John G. Belcher, vice-president and publisher 
of Progressive Architecture, is the new chairman of Associated 
3usiness Publications’ promotion committee 

G. Allen Reeder, onetime advertising manager of Carstairs and 
promotion director of Esquire Inc. publications, is sending notes to 
his friends telling them about Sagitah, near Woodstock, N. Y., where 
he and his wife, Sherma, are 
hosts of this “small, intimate 
and unusual restaurant.” 

Chip Tolbert, traffic manager 
at Weiss & Geller, Chicago, has 
taken on an outside responsi- 
bility as publicity director of 
the Chicago Stage Guild, one 
of Chicago's civic theater groups 

Newly elected commander 
of Chicago Post 170, Americai 
Legion, is Norman D. Buehling 
of the Fensholt Co. He succeeds 
Paul Holman Faust of Bisberne 
Advertising Co 

George Putnam, editor and 
publisher of the Capital Journal, 
Salem, Ore., since 1919, re- 
ceived the Voorhies award for 
outstanding journalism service 
to his state at the 64th annual 
Oregon Newspaper Publishers 
Assn. convention...John J. 
Patafio Jr. of Ambassador Let- 

— ter Service Co., New York, had 

BERMUDA—Mr. and Mrs. Hugh D. McKay to decline the nomination for 

stop for a picture at Pomander Gate in president of the Assn. of Adver- 

Paget, Bermuda, where they are vaca- tising Men. Reason: He's re- 

tioning. Mr. McKay is v.p. of L. H. Hart- turnimg to uniform July 14 as 

man Co., New York agency. lieutenant j. g. aboard the USS 
Melvin... 

Shirley Pizer, the Keystone Steel & Wire girl who won first prize 
in the trademark costume contest at the AFA convention in St 
Louis, is in St. John’s Hospital, Springfield, Ill., recovering from 
serious injuries suffered in a head-on automobile collision. The 
Peoria girl, who made a hit with chicken-wire dress and baby chicks 
in her hat, will be in the hospital] for several weeks 

Charles H. Crutchfield, v. p. of Jefferson Standard Broadcasting 
Co., operator of WBT in Charlotte, N. C., has been given leave of 
absence to go to Greece this month to advise Greek radio on Ameri- 
can program and management methods. He will spend three or 
four months on a Smith-Mundt grant under the leader and spe- 
cialist program of the exchange of persons division of the State De- 
partment 

Calvert Distillers’ president, W. W. Wachtel, will be in Europe 
until August...Two other Calvert men, Si Margules, ad manager 
of Carstairs division, and Ben Lusk of Lennen & Mitchell, are back 
at their desks following unpleasant sieges with their M.D.s 


—_— 
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THREE-WAY COURTESY—Somuel L. 
Cleveland, and chairman of a city-wide courtesy drive, pins a campaign badge 
on Lou Boudreau of the Boston Red Sox, who was in Cleveland to play against 


Abrams, head of Ohio Advertising Agency, 


his former team, the Indians. At right is Harrison Dillord of the Indians’ public 
relations staff. 
During a recent Army leave, Barnett Friedenburg, exec. v. p. and 


radio director of Marfree Advertising Corp., New York, was married 
to Doris Bonito of Long Island. ..C. A. MeRobert Jr., senior at 
the University of Oregon and winner of the 1951 scholarship award 
offered annually by Joseph R. Gerber, Portland agency head, was 
married on June 24 to Delores Kletzing, daughter of Ralph Kletzing, 
publisher of the Enterprise, Independence, Ore 

Francis S. Murphy, editor and publisher of the Hartford Times, 
has been elected an honorary trustee of Hartford College and a 
v. p. of the Hartford Chamber of Commerce. ..The New York Em- 
ploying Printers Assn. presented Irving B. Simon, manager of the 
production department of Macfadden Publications, with an inscribed 
desk clock, marking his 25th consecutive year as instructor in the 
course, “Elements of Printing and Printing Processes.” 

Honorary knighthood in the Royal Order of Rosaria was con- 
ferred upon Robert H. Caffee, head of William G. Johnston Co.. 
Pittsburgh printer, and president of the Printing Industry of Amer- 
ica, during a recent trip to Portland, Ore., to address a regional 
PIA convention. 
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easy. 


EDITOR CLIMBS OUT ON LIMB 
... And hardly ever does a branch break beneath him 


Maybe, if you've paid for pork chops lately, | resulting pigs for six months or more. 
the hog business looks good to you. 
let’s pretend you're in it. 

Assume this is October. 
worrying yourself sick trying to decide how 
much hogs will be worth a year from now. 
For a smart feller like you, that ought to be | 
All you have to do is to predict what 
consumers, other hog men, war and weather 
will do during the 

Okay, so you decide to raise more pigs. 
Next step is to hunt up some likely sows and 
gilts, get them bred, wait four months (vou 
can't hurry a gestation period), then feed the 


Okay, Now it’s October again. Did you guess 
right? Or will you lose your shirt? 

That gives you a rough idea of how worri- 
some an Iowa farmer's life can be. Only 
fellow who worries more is the editor of 
Wallaces’ Farmer and Iowa Homestead. 

Because his predictions on price prospects 
are followed closely by hog raisers—who 
would be mad as the dickens if those predic- 
tions turned out to be all wet. 

So far, the editor remains unlynched. 
And Iowa farmers continue to read and rely 
on Wallaces’ Farmer and lowa Homestead. 


Here you are, 


next year. 


Published by Wallaces’ Farmer and Iowa Homestead. . . 


Leading Farm Publication in lowa . . Des Moines, lowa 


HERE'S THE SECRET OF OUR SUCCESS. 
WITH WOMEN...AS READERS, THAT IS. 


Like all men since Adam, you 
probably think your wife and her 
cohorts are complicated characters. 

And they are, sure enough. But, 
compared with farm women in a 
t 


Takes know-how to keep women readers of a farm 


paper interested. The kind of know-how that Zoe 
Murphy, Homemaking editor of Wallaces’ Farmer and 
lowa Homestead, has in abundance. Understanding 
of the farm wife's interests and problems, gained 
thru several thousand miles of travel around lowa 
each year—and thru hand! a@ hungry husband and 
a couple of active boys of her own. 

state like Iowa, the average city gal 
is fairly easy to fathom. 

Go down the list of your wife’s 
main interests: Food, home, kids, 
clothes, social activity—maybe even 
husband. 

Now suppose, in addition to these 
standard items, your help-meet 
added such things as an intense in- 
terest in your business, a big flock 
of chickens, a part-time restaurant 
for the feeding of a dozen visitors 
at a time, a huge garden and the 
small canning factory that goes with 
it, a tailoring shop to keep you and 
the youngsters in stitches. 


Given all that, my friend, and | 
you'd really have to be long on un- | 


derstanding. 

So pity the poor farm editors who 
have a couple of hundred thousand 
such jumping-janes to handle. 

Problem One is that interest in 
the old man’s business. A paper 
such as Wallaces’ Farmer and Iowa 
Homestead can’t simply say: “To 
heck with the gals; 
men’s-interest stuff.” Because, giv- 
en a chance, the missus will read a 
story on pasture management or 
hog cholera. And examine ads on 
farm equipment. 

“Given a chance” we said. The 


we'll stick to | 


point is, we're bound to lose a lot of 


coupon-clipping—if we don’t give 
the ladies good reason to peruse our 
product. That means a homemak- 
ing department keyed directly to the 
interests of farm wives. 

Slick-paper feminine and shelter 
books can, and do, talk about food 
and clothing and houses and fur- 
nishings. But the problems involved 
in feeding a hay-baling crew, keep- 
ing a tractor-rider decently covered, 
and trying to live with both barn- 
yard and nice living room are pecul- 
iar to the farm—-and to farm papers. 

Given the know-how, it isn’t hard 
to get high women’s readership in a 
farm magazine. Modestly, we cite 
these “read most” scores from re- 
cent WF&IH readership studies: 
66% on a yarn about raising kids; 
62°% on a story about meal planning; 
82‘< on spring dress patterns ; 80% 
on a bread-making page. 

To build and maintain scores like 
| that takes know-how and under- 
standing—the kind of understand- 
ing Iowa farm women find in Wal- 
laces’ Farmer and Iowa Homestead. 


What Farm Women 
“Read Regularly” 


WI 


| 
Newspaper A 31°. 
Farm Pub 8 26% 


Women's Pub A 4% ¥ j 


| Chart above shows how a cross-section of 
| Iowa farm homemakers answered the 
question, “What newspapers and maga- 
| zines that carry homemaking information 
| do you read regularly?” The question was 
| asked in a survey conducted by the Sta- 
tistical Laboratory of Iowa State College. 
| 


| NEW YORK (17), 250 Park Avenue @ CHICAGO (3), 59 East Madison 
Wilshire Blvd. 


front-of-the-book readership — and | 
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| Whispering behind their palms, the wives 


What will they be worth six months from now? lowa farmers don't like to sit up > os Mom 


and April without having a pretty fair idea as to what the pigs arriving then will bring ne For 
advance market forecasting help, lowa hog men such as Kaye Andrew, county, yp heavily or 
Wallaces’ Farmer and lowa Homestead (see story above). 

- 


Woman's Place — In lowa, 
It's Not Just “In the Home” 


Suppose you need a new adding machine 
to total up the cash contributed by clients 
Do you ask the missus whether you ought 
to spend the dough? Or for her opinion 
on what brand to buy? 

Most advertising men we know wouldn't 
think of such a thing. But Iowa farmers 
are different. 

In a recent Wallace-Homestead Poll, we | 
asked farmers and their wives how farm- 
equipment-buying decisions are reached. 


Off the Cob.:. by George 


Some advertisers find almost irresist-— 
ible the temptation to help edit the 
publications in which they buy space. 
Maybe they should memorize the point 
made by Ben Duffy of BBD&O in 
his “Profitable Advertising in Today's 
Media and Markets.” Says Duffy: “In 
order to attain a high degree of read- 
er interest, a publication must be 
edited for the people to whom it is 
sold. ... In other words, give the read- 
er what he wants, and you give the 
advertiser what he wants—a pre- 
ferred publication.” 


Iowa farmers don't take in their cash in- 
come on a feast-or-famine basis. It's 
spread out like this: 11% in January, 7°% 
in February, 7° in March, 6% in April, 


gave us these answers: 

1. Sourpuss husbands think they 
know best, ask their wives noth- 
ing 

2. Husbands ask wives if the fam- 
ily firm should make this kind of 


DN ccc vicccccseces % 
investment +++ + AAG 8% in May, 7% in June, 8% in July, 
3. Husbands and wives agree both 7% in August, 8% in September, 9% in 
on advisability of spending and October, 11% in November, 11% in De- 
also on what make to buy...... 29°% | cember. 


That explains why so many farmers ie 


and their wives shop for farm equipment 
together. And why farm women do a 
thorough job of reading WF&IH. 

What about husbands? Did they admit 
to seeking feminine advice? We'll send 
you a copy of the whole Poll report if 
you're interested. 


Hogs are well named. To produce a 
225-pound porker takes about 17 bush- 
els of corn, 75 pounds of protein sup- 
plement, 1/15th acre of pasture. Feed 
makes up about 80 per cent of the cost 
of raising hogs, the Doane Agricul- 
tural Service estimates. 
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7 AN INVITATION 


Advertising and Agency personnel are cordially invited to a showing 
4 of IDEAL’S visual story of movie and romance magazine development. 
3 “TRENDS” covers important advertising and merchandising factors 
of the past decade in a twenty minute fast-tempo presentation. Those 
aa who have heard it have been profuse in their praise. We will gladly 
| present it—singly or in a group meeting—at your convenience. Just 
phone our nearest office. 


IDEAL WOMEN’S GROUP 


NEW YORK CHICAGO LOS ANGELES 
MU 3-8191 State 2-5582 Madison 6-9395 
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... at the track meet 


Most runners look alike at the starting line... often only colors or numbers tell 
them apart... but once the starter’s gun goes off that intangible “iT” sends one 
runner into the lead... setting too fast a pace for the rest of the field...“IT” enables 
him to breast the tape a winner...“IT” is the quality of leadership. 


... at the newsstand 


Most movie and romance magazines look alike on the racks . . . but the Table of 
Contents shows a big difference ... that intangible “IT’’ makes one group a winner 
... sets the pace for the others... “IT” is the quality of leadership —daring and 
doing . . . forging ahead while the others hesitate and imitate ... “IT” is the 
IDEAL “leadership” that wins readership! 
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Atlanta Paper Drops 
‘American Weekly’ 
and ‘This Week’ 


ATLANTA 


1, 1952 


July 6—Effective Jan. 
the Atlanta Journal-Con- 
stitution no tonger will carry The 
lmertcan Weekly or This Week 
Magazine. Currently the paper is 

these two sections plus 
a locally edited gravure magazine 
ind Puck-the Comic Weekly. The 
latter two will continue to be car- 
ried after Jan, 1 


carry 


ing 


The Journal-Constitution has 
been carrying all four’ sections 
evet ince the Journal and the 


Constitution merged in June, 1950, 
at which time it announced 
that revised 
when current run out 

’ (AA, April 24, 50). The con- 
tracts apparently run out at the 
of the and the present 
imnouncement illows Six 


Was 


this will 


setup be 


contracts 


end veal 
for 
month notice 


rhe Journal-Constitution Maga- 


ine is printed in Louisville, and 
is a member of the Locally Edited 
group of newspaper magazines, 
which are available to advertisers 
singly or in combination, These 
are individually edited local gra- 
vure magazines, now published by 


a dozen newspapers in as many 
cities vith a 13th to be added 
shortly 

@e Dropping ot The American 
Weekly and This Week Magazine 
bg the Journat-Constitution § re- 
dices to three the number of 
n@wspapers in the country carry- 
ing both sections—-the Cincinatti 
Efiguirer, Cleveland Plain Dealer 


amg Philadelphia Bulletin 

A spokesman for Kelly-Smith 
Cé@, representative for the Atlanta 
pape told AA that the Journal- 
C@stitution “feels that it can do a 
befter job if it puts more money 
into edited 
and plans to expand it consider- 
ably 

Although the 


its locally magazine, 


Journal-Constitu- 


tion's comics section is a member 
of ithe Puck-the Comic Weekly 
sal@s group, the section is larger 
than most Puck sections and con- 
taifs some advertising that is 
sold by the Kelly-Smith organi- 
zation. The section does not carry 


th@ reeular Puck-the Comic Week- 
ly Masthead 
the Journal-Constitution 


section 


but is designated as 
comics 


Lavicka Joins Needham 

William L. Lavicka, formerly 
aecount executive of Ruthrauff & 
Ryan, Chicago, has joined Need- 
ham, Louis & Brorby, Chicago, as 
account executive on the Ken-L 
Products account, recently 
signed to NLAB by Quaker 
(AA 


July 2) 


as- 


Oats 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
new as an advertise 
We 
read practically all the daily 
ind over 6000 weekly news- 
papers. We ve been doing it 
quickly, professionaliy and inex. 
pensively since 1886 


CONSOLIDATED 


431 souTH 


papers 


ment or a news item 


PRESS 

CLIPPING BUREAUS 
STREET. S 
CHICAGO S HLL INOIS 


Clift Johnson Forms Agency 
Cliff Johnson, formerly account 
executive of Ruthrauff & Ryan, 
Chicago, has formed Cliff Johnson 
& Associates at 100 N. LaSalle St., 
Chicago. The new agency will han- 
dle mail order advertising and will 
specialize in house organs. 


McDonald Joins Griswold 

Donald McDonald, former v.p. 
of Ruthrauff & Ryan, has joined 
Griswold-Eshleman Co. as mana- 
ger of its Louisville office. 


McCullagh Joins Stewart 


Robert McCullagh, formerly in 
the advertising department of the 
Albertan, Calgary, Alberta, has 
joined Stewart-Bow man-Mac- 
pherson as an account executive 
in its Calgary office. 


CJNT Names Guy Caron 

Guy Caron, formerly manager 
of Station CJBR, Rimouski, Que- 
bec, has been named general man- 
ager of Station CJNT, Quebec 
City. 


Benjamin Joins Publication 
Albert Benjamin, formerly ad- 
vertising sales manager of Amer- 
ican Magazine. has been named 
executive assistant of Publication 
Corp., New York. Mr. Benjamin 
had been associated with Crowell- 
Collier Publishing Co. for 20 years. 


Witherspoon Moves Oftice 
Witherspoon & Ridings News 
Service, Fort Worth public rela- 
tions concern, has moved to larger 
quarters at 301 E. 5th St. 
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Aeolian, Knabe Appoint Kahn 

Aeolian Co. and William Knabe 
& Co. divisions of American 
Piano Corp., New York, have ap- 
pointed George N. Kahn Co. to 
handle advertising. Media plans 
call for newspapers, magazines, ra- 
dio and television. 


WCHS Names John Sinclair Jr. 

John L. Sinclair Jr., account ex- 
ecutive of Station WCHS, Charles- 
ton, W. Va., has been named sta- 
tion sales manager. 


e margin 
To buy 


eS EVERY SAN FRANCISCO BAY AREA FAMILY feels the money 


pinch these days. But some families still have more free dollars 


—a wider margin of spendable income —than others. And 


certain sections of our market contain more of these better-fixed 


families than other sections. 


Where these families live, and what newspaper they read, 


are facts well known — by advertising experience and research 


— to San Francisco's leading merchants. On the basis of this 


local knowled ge big-name San Francisco de partment stores 


ynd specialty shops major in The Chronicle! 


Chronicle coverage “heavies up” where family buying power 
iM™Mpncentrated. That's in the Trading Zone (where population 
buying activity are vastly greater than City Zone) andy 

ed residential districts of City-Zone San Francis 


an 

pre 
Th 

Circles 


Chronic 


arket. And “Best Circles” coveragg 
as your FIRST buy in San Frag 


best-customer areas constitute The Chropé 


0! 


s “Best 
Botlights The 
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American Shifts Three 


Dean Shaffner, a writer in the 
sales presentation department of 
American Broadcasting Co., New 
York, has been named manager of 
TV sales development, and Eugene 
Accas, formerly of National Broad- 
casting Co., has been appointed 
manager of radio sales develop- 
ment for ABC. Don Coyle, a re- 
searcher-writer in the sales pres- 
entation department for some 
time, has been named to the new 
position of manager of the net- 
work’s research department. 


Doscher Joins ABC-AM 

John W. Doscher, formerly on 
the sales staff of Station WOR, 
has been named an account exec- 
utive in the radio spot sales de- 
partment of American Broadcast- 
ing Co., New York. 


Royal Names Johnson 

Royal Products of Mineola, N.Y., 
manufacturer of industrial tools, 
has named Corydon M. Johnson 
Co., Bethpage, to handle its ad- 
vertising, starting in August. 


Practically Everyone in N. Y. Listens 
to Radio After Midnight, Pulse Says 


New York, July 6—There must 
be a lot of insomniacs in this area. 

After questioning members of 
2,100 families in 12 New York and 
New Jersey counties, Pulse Inc. re- 
ports that someone in practically 
one out of every four homes is lis- 
tening to the radio between mid- 
night and 6 a.m. on a typical 
night. 


The researcher counted the av- 
erage stay-up-late nightly audi- 
ence at 1,333,200 listeners in 803,- 
200 homes. This figure, of course, 
is a projection. If this audience is 
tabulated on the basis of people 
who tune in during the wee hours 
surveyed at least once a week, it 
becomes even more impressive, 
hitting a weekly total of 2,22 


2,225,- 


wit 


oh taxes and high prices 
ifinking spendable dollars, it’s 
now truer than ever... 


the key newspaper for 


San Francisco market 
campaigning is the... 


Chronic 


National Representatives: 


le 


SAWYER, FERGUSON, WALKER CO., New York + Chicago 
Philadelphia + Detroit + Atlanta + San Francisco + Los Angeles 


35 


900 people in 1,340,900 homes 
Interviewing for this survey, 
said to be the first comprehensive 
measurement of the post-midnight 
broadcast audience in metropoli 
tan New York in three years, was 
done during the week of May 1-7 


e Among interesting 
pointed out in the report 
1. Radio picks up steam at mid- 
night, with 18.5° more homes lis- 
tening in the quarter hour follow- 


findings 


ing than in the quarter hour pre- 
ceding 
2. Quite naturally most of the 


dawn 
home 


patrol listening is done at 
85% 
searcher 

3. There six men stay-up- 
late listeners to every four women 

4. The largest age group in thi 
audience is in the 30-to-44-vear 
bracket, which makes up 44.5% of 
the total. By occupations the pre- 


according to the re- 


are 


dominant groups are housewives 
(25.6% ) and clerical and sales 
workers (19.1%). Runners-up 
manual workers (16%); students 


(13.3% ) and professionals, execu- 


tives, etc. (12.3%) 

This study was released by 
WNEW, for which it was made. In 
every case, by this Pulse count 
WNEW's “Milkman’s Matinee,” 
with veteran emcee Art Ford, 
bested the competition from 14 
other stations listed in the report. 


This program led in each quarter 
hour breakdown of ratings and 
share of audience between the 
hours of 12 midnight and 6 a. m@. 


Kaiser-Frazer Wins Suit 
Against Otis Banking Firm 
Kaiser-Frazer Corp. has teen 
awarded $2,588,919 in its bré@ach 
of contract suit against Otis & €o., 


Cleveland investment banker. Fed- 
eral Judge John W. Clancy, New 
York, found that Otis had ingti- 


gated a stockholder’s suit against 
Kaiser-Frazer as an excuse’ to 
withdraw from a contract to @n- 
derwrite $10,000,000 of K-F’s ca@m- 
mon stock 

The auto company originally 
sought $19,276,069, but the claim 
was changed to $5,737,500 at the 
end of the six-week trial, May 14 
The amount of money Kaistr- 
Frazer spent on advertising in 1947 
figured prominently in the tegti- 
mony (AA, May 7). Otis @n- 
nounced it will appeal the decisipn. 


Wallower Is Time Buyer 

Theodore P. Wallower, previaps- 
ly in the radio billing departm@nt 
of Bermingham, Castleman’ & 
Pierce, New York, has been nared 
radio-TV time buyer 


Ship Line Secretary 


Gerald F. Swanton has been named 
secretary of Moore-MeCormack Lines, 
Inc., New York. Getting ahead in busi- 
ness like Mr. Swanton are thousands 
of regular Wall Street Journal readers 
throughout the nation executives and 
their aides who make or influence de- 
cisions on planning, production, sell- 
ng and buying 

(ADVERTISEMENT) 
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Los ANGELEes, July 3—-Although 
newspaper editors and news com- 
mentators may have buried the 
item, if they used it at all, a space 
ship landed in downtown Los An- 
geles last week-—-complete with 
interplanetary crew and ray guns 

and attracted more than 40,000 
Los Angeles children as visitors 

The space ship, built at a cost 
of more than $15,000, probably will 
Visit other cities thoughout the 
country as a result of the recep- 
tion accorded it at the May Co 
department store here—-and mer- 
chandising-conscious retailers are 
considering the possibility that 
space ships and ray guns may dis- 
place cowboys and six-guns as 
ideal merchandising tie-ins 

“Terra IV,” as the ship is called, 
and the crew which mans it regu- 
larly get into and out of all sorts 
of interplanetary scrapes on the 
radio and television networks dur- 
ing the program titled “Space Pa- 
trol.’ 


@ Los Angeles small fry eagerly 
pressed through the space ship and 
looked out portholes, where they 
saw beneath them the arc of giant 
ray guns, mysterious flashing 
lights, futuristic trains speeding 
through the landscape, and amaz- 
img rocket. launchers and landing 
aPeas 
#Farther on was a colorful dis- 
Play of space suit garb and ac- 
@Gutrements. The trim, colorful 
uhiforms emblazoned with “Space 
Patrol” emblems apparently had 
peal, since the stock turned 
mpletely three times the first 
XN 
pStores on the list for similar 
omotions include: Bamberger in 
w York; Macy's in San Fran- 
co and Kansas City; Marshall 
eld & Co., Chicago; Levy's, Hous- 
ten; Holmes, New Orleans; Schus- 
tér’s. Milwaukee; and Smith's, 
kland, Cal. In each city, these 
yres have exclusive rights to the 
lin: 


a manufacturers, 
Many now making cowboy items, 
ificlude: Morse & Morse, Los An- 
g@les, sweatshirts; Tumbleweed 
Tees. Arcadia, Cal., belts and guns; 
Hortex Manufacturing, El Paso, 
jatkets and trousers; Accurate 
_ Co., New York, boots; Ron- 

1 of California, scarfs and sus- 
penders; George Bailey Hat Co., 
Hollywood, caps 

Licensing of Space Patrol tie- 
ins is handled through Mike Moser 
Enterprises, producer of the radio 
and television shows. Initial heavy 
promotion of the Los Angeles 
launching was handled entirely by 


&x id / 
GENUINE 
GLOSSY 


PHOTOS 
77 Quantities 
SELL BETTER! 


FOR ALL 
PURPOSES 
Sherp, clear, 
crisp! Prompt ; 
Delivery! : 
' 
~~ Reproduction eoogtives 


re requ! 
Saaitiona! (eacn eunpecd 


PHOTOMATIC Co. 


53-59 E. Illinois St., Chicago 11, Illinois 
Phone: WH itehall 4-2930 


Ray Guns May Make Six-Guns Obsolete 
as Ideal Type of Merchandising Tie-in 


the May Co. It included full-page The Electric Assn. 


ads in 


ably be 


headed 


report states. 


plan. During its search for a g00d| ponahue & Coe 


impressed by “Space Patrol,” and Life, New York 


; has 
promotional line, the store was promotion department 


installed 
in use in the Chicago area. The in- 
crease during May was 9,929, the 


had much to do with lining up the 
participating manufacturers 


Chicago Has 930,399 TV Sets 
of Chicago 
the Sunday and Monday reports a May 31 total of 930,399 
newspapers, radio and television television receivers 
spots. Future promotion will prob- 
handled on a co-op basis. 

Interestingly, the May Co. can 
be credited with having spear- 


the development of the Dachnowicz to ‘Boys’ Lite 


Joe Dachnowicz, formerly 
joined 
of Boys’ 


and 


with 
the 
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Jerry Fitch Joins KGLN | L. A. Publicity Club Elects 


G. L. J. Mitchell, formerly with Gene Gach, independent pub- 
American Family, has been ap- licist, has been elected president 
pointed to Redbook’s Chicago of the Publicity Club of Los An- 
sales staff to cover the St. Louis geles. Other officers elected are 
territory, a vacancy left by the Marie Dyches, independent, Ist 
transfer of Paul Merrin to Mc- v.p.; Joe Harty, American Air- 
Call's lines, 2nd v.p.; Frank Burns, U. 
S. Steel Corp., treasurer, and Doris 

elmé »pende secretary 
‘Redbook’ Names Mitchell Helman, independent, secretary 

Jerry Fitch, formerly mountain 
states news editor of United Press, Fred Gardner Co. Moves 
has been named manager of Sta- Fred Gardner Co., New York 
tion KGLN, Glenwood Springs,| agency, has moved to larger quar- 
Colo | ters at 244 Madison Ave 


° 3,750, RE in le-cop 


than — 

any other 

magazine 

Tipe. 
 world* 
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Oregonians Go on Horse Meat Buying Spree 


PorTLanp, Ore., July 3—Portland 
residents now are buying three 
times as much horse meat as they 
were 90 days ago. 

Three months ago, there were 
only six horse meat retailers cater- 
ing to consumers. Today, there are 
18, with more about to switch. 

According to Milton W. Bower- 
man, retail distribution manager 
for Westward Packing Co., con- 
sumers were purchasing about 20,- 
000 pounds of horse meat several 


weeks ago, but volume has sky- 
rocketed to 60,000 pounds a week 
at the present time 

The reason? Equine sirlein 
steaks are 35¢ a pound; tenderloins 
are 45¢. Colt “ham” is 45¢ a pound 
and luncheon meats also are 45¢. 
Wieners are 40¢ a pound. 

Much of the federally inspected 
horse meat processed in Oregon 
plants is shipped to scattered sec- 
tions of other northwestern states 
and to Hawaii. 


Davis. Delaney Elects V.P.s 


Davis, Delaney Inc., New York 
printing concern, has elected three 
v.p.s. They are Edward S. Davis 
Jr., Richard B. Davis and Robert 
B. Davis. Harry G. Wolfe, for- 
merly a Vv. p., has been named ex- 
ecutive Vv. p. 


Marks Joins ‘Family Circle’ 

Hope Marks, formerly with Pho- 
toplay, has joined the New York 
sales staff of Family Circle to 
handle fashion merchandising and 
space sales. 


Pawling to Esmond & Dore 


Pawling Rubber Corp., Pawling, | 
N. Y., manufacturer of industrial 
and consumer rubber products, has 
appointed Esmond & Dore, New 
York, as its agency. The initial 
campaign will be in the house- 
wares and home furnishings fields 


‘Record Wastepaper 


Tonnage Collected 
in First Half-Year 


| New Yorx, July 3—According 
}to the eastern conservation com- 
| mittee of the Wastepaper Consum- 


Vern Eastman Joins Dan Miner | ing Industries, all previous records 


Vern Eastman. formerly 
count executive with 
O'Donnell, has joined 
Miner Co., Los Angeles, 
lar capacity. 


an ac- 
Hixson- 
Dan B 


in a simi- 


pees te ee 


for collection and consumption of 
wastepaper were broken 
the first six months of 1951, 
mills consumed 5,000,000 tons 
| wastepaper for which they 
$250,000,000 

At the present rate of consump- 
tion, the committee says 10,000,000 
tons of wastepaper will be con- 
sumed this year. This is 1,000,000 
tons more than was estimated in 
January. The previous high was 
8,009,000 tons in 1947. Last year's 
consumption was 7,904,000 tons 
Of the 5,000,000 tons of waste- 
paper consumed by the mills in 
| the last six months, it is estimated 
that 1,500,000 tons were newspa- 
pers. Total consumption of news- 
| print in the U. S. during this 
period was about 2,000,000 tons, 
which indicates that about half of 
| the newspapers published during 
the last six months were salvaged. 
Total consumption of wastepa- 
per in the U. S. for the entire 
year of 1940 amounted to only 
4,667,500 tons, according to Colley 
|S. Baker, director of the eastern 
conservation committee. 


during 

when 
of 
paid 
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| Wheelabrator Names Three 
John A. Silver, formerly paftner 
in Lester & Silver, New York gales 
| consultant, has been appointed di- 
| rector of sales of American Wheel- 
abrator & Equipment Corp., Mish- 
awaka, Ind., manufacturer of blast 
cleaning equipment. E. B. Rich, 
| Chicago sales representative af the 


company, has been promote@ to 
general! sales manager, and L. L. 
Andrus, vice-president in ciarge 


of sales, has been named Fice- 
president and executive hea@ of 
the dust and fume division. > 

4 


Warner Appoints Danov : 


Warner Brothers Cartoons, Los 
Angeles, has appointed Jack L. 
Danov Inc., celebrity-name li@ns- 
er, as merchandise representgtive 
of its cartoon characters. Incl@ded 
are Bugs Bunny, Tweedy, Ener 
Fudd, Porky Pig, etc. 


7 
Bethlahmy Joins Orr Ageney 
Elliot Bethlahmy, formerly With 


Lever Bros. Co., has joined R rt 
W. Orr & Associates, New Yor, as 
merchandising director 


Hcenration- 


THE BIGGEST NAMES IN THE BIGGEST 
FIELDS ARE USING THIS BIGGEST BUY 


= 
Awihynexs Hinged, re. 


Uses 2-color 7 by 10 inser 


tions to tell its corn syrup 
to the billion dollar 
confectionery field. CANDY 
INDUSTRY 
ges! schedule—by far! 


Story 


corries the big 


(Canby [INDUSTRY 
107 West 4rd Street. WLY.C. 
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How is your sales-prospecting these days? 


Over here on the Mutual range, some of 
the smartest oldtimers in the business are 
making new discoveries every day... more | 
listeners ... at lowest costs ...all around | 


the clock... all week long... 


This simply confirms what Mister PLUS has 
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been saying right along: network radio (on 


Mutual, the one network concentrating 100% 


on radio) is second to none as an efficient, 


low-cost tool for mass sales. 


And now Mutual morning time, one of the 
richest customer-deposits of all, is cinching 


the proof of these values, as sure as sunrise. 


Alka-Seltzer, Bab-O, Kraft, Lucky Strike, Old 
Gold, Quaker Oats ... this is the company 
of advertisers whose programs are now 
reaching bigger audiences than ever—in 


the forenoon on the PLUS Network. 


The signpost below can point an immediate 
route to better sales prospects for you! 
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Franchised, Paid-for Setup May 
Supplant Fashion Academy Awards 


(Continued from Page 1) 
and if they merited considera- 
tion 

In fact, he says that of the six 
clients of Grey Advertising Agen- 
who have won gold medal 
awards, only one has so far con- 
tributed a scholarship 

AA was shown one day’s mail, 
that of June 18, and the number 
of agencies and companies seeking 
awards was surprising 


see 


cV 


@ “None of this cheap pin-prick- 
ing makes any difference,” he said 
triumphantly “The week the 
NBBB issued its blast, I got more 
than ever before. The 
same thing applies to your editori- 
al (‘The Burgeoning Business of 
Awards,’ AA, May 28)-—the re- 
WISCONSIN 


A Wealthy Market For Your Product 
Blanketed With The 
SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin's 

key cities over 52,000 population. 
2. Home of Prange’s, world’s larg 
est department store in a city 
the size of Sheboygan. 
Diversified Industry. 
SEND FOR OUR SHEBOYGAN MA 
f wily hey ne « 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal centers 
~~ GET OUR CITY ZONE FOLDER — 


requests 


oa 


ET FOLDER 


| quests just 


increased.” 

As for the number of scholar- 
ships these contributions will af- 
ford, Hartman has told the state 
department of education in his last 
exchange with that body that he is 
providing ten scholarships for de- 
pendents of casualties in the Army, 
Navy, Marine Corps and Air Force, 
plus others for the War Orphans 
Fund, a total of 40-odd. 

As for the number of companies 
which contribute scholarships, 
Hartman has nothing to say. Nor 
will he reveal the percentage of 
award winners who contribute 
AA’s own investigation among 
half a dozen award winners re- 
vealed that every one had pur- 
chased one or more scholarships 
The genera) unconfirmed belief 
among admen is that Ford contrib- 
uted the largest number after it 
was given the award—allegedly at 
a cost of $50,000 or more 

He insists vehemently, however, 
that the question of scholarships 
did not arise until a couple of years 
ago, and only when he considered 
the problem of handling the veter- 
ans’ dependents in the school. 


e “Why 
turers 
ute?” 
of a 


shouldn't the manufac- 
be allowed to contrib- 
he snapped, in the course 
four-hour talk in which he 
alternately berated the Better 
Business Bureau and described 
his own—and unmistakably genu- 
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INTERIOR VIEWS OF THE ACADEMY—Here are two pages from 
a Fashion Academy brochure, which illustrates classrooms and 


ine—conviction that the awards 
are doing yeoman service for 
fashion recognition in industry. 


“Why should I have to account for 
them?” 

Hartman dates his trouble with 
the National Better Business Bu- 
reau from June, 1948, when he was 


As photoengravers we are familiar with the 


paradox that it takes two colors, white and black, to make a one color 


impression. We also understand that it takes two distinct policies 


. » . competitive selling and cooperative service .. . to build a balanced 


business. The members of the Chicago Photoengravers Association 


compete for sales but cooperate to assure high standards of 


craftsmanship and fair trade practices. They employ more than 1000 


photoengraving craftsmen who produce the majority of the fine 


photoengravings made in Chicago. To assure that the quality standards of 


each member will be maintained, these members listed below support 


a program for training young photoengraving craftsmen. 


aR 


FOR FAITHFUL, 


AD-PLATE ENGRAVING CO 
AMERICAN COLORTYPE COMPANY 
BLOMGREN BROS & CO 
BONCRAFT 
CENTRAL TYPESETTING 

& ELECTROTYPING CO 
MILLER & HUTCHINGS 
JNNELLEY & SONS COMPANY 
DOT ENGRAVERS INCORPORATE 
FALTHORN CORPORATION 
FOOTE CONE & BELDING 


COLLINS 


RPORATION 
MANZ CORPORATION 


INC 


NORTHWESTERN PHOTO 
ENGRAVING CO 


GLOBE ENGRAVING & ELECTROTYPE CO 
ILLINOIS PHOTO-ENGRAVING COMPANY 
JAHN & OLLIER ENGRAVING COMPANY 
LAKE SHORE PHOTO ENGRAVING CO INC 
LIBERTY PHOTO ENGRAVING CO. INC 


McGRATH ENGRAVING CORP 
THOS | McGRATH & ASSOCIATES 
NATIONAL ENGRAVING COMPANY 


PONTIAC ENGRAVINGS ELECTROTYPE CO 
PREMIER ENGRAVING COMPANY 
PROCESS COLOR PLATE CO 

RELIABLE ETCHCRAFT CORPORATION 
REVERE PHOTO ENGRAVING CO 
ROGERS ENGRAVING COMPANY 
STANDARD PHOTO ENGRAVING CO 
STEARNS & COMPANY 

SUPERIOR ENGRAVING COMPANY 
WALLACE MILLER CO 


CHICAGO PHOTOENGRAVERS ASSOCIATION 
BOARD OF TRADE BUILDING * CHICAGO 


FORCEFUL REPRODUCTION .. 


. USE LETTERPRESS 


of the school 


invited to subscribe to the bureau, 
at a suggested $100 rate. In the 
letter, the work of the bureau 
in improving the correspondence 
schoo] field was described (the 
Fashion Academy used to do a 
considerable amount of corres- 
pondence work, and still does 
some), and the bureau thought 
the academy might like to support 
it. He didn't 
The bureau troubles 


dates its 


studios and many of the activities at the New York headquarters 


John J 
letter dated Aug 


Burke of the NBBB in a 
19, 1949 


@ “In addition to its operation as 
a fashion schoo] for the past 30 
years, Fashion Academy has been 
identified with several educa- 
tional projects in the fashion field 
For more than 20 years we have 
been responsible for the selection 
of America’s Best Dressed Women 
awards. This movement in itself 


KICKOFF—Many people consider the Ford Motor Co.'s campaign on the Fashion 
Car of the Year the beginning of the Fashion Academy boom. Here, in an historic 


photograph, Henry Ford accepts the award from Emil Alvin Hartman 


Ford con- 


tributed scholarship help. 


with the Fashion Academy from 
the beginning of the advertising 
campaigns (two early birds: Ford 
and Elgin). Here’s how their dif- 
ficulties shaped up (the letters 
are quoted extensively because 
they bear on such annoying points 
as What elements Hartman con- 
sidered, and how much judging 
went into an award): 


e In 1947, the NBBB had sup- 
plied a routine report on the Fash- 
ion Academy as a private school 
(which nowhere mentions the 
academy’s awards to individuals 
and manufacturers, although these | 
go back to 1934, or the Best 
Dressed Women awards, which 
date back to the '20s); not until 
the academy’s awards became the 
focal point of advertising cam-| 
paigns did the bureau's interest 
quicken. } 

Here’s how Hartman explained 
the operation of the academy to, 


brought to the fore our own Amer- 
ican design talent and won recog- 
nition and acclaim for heretofore 
unknown and unheralded Ameri- 
can designers. 

“For the past 15 years, in or- 
der to stimulate further the cre- 
ative genius of our designers, 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 

Province — Having One-Third of Canada's 

Tvtal Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 

— 400,000 circulation (largest in 
Canada) 

— 80% coverage of Toronto 

—50% coverage of 45 prosperous 
Ontario centers 

SEND FOR OUR COMPLETE DETAILED MARKET FACTS 

Represenied In United States By 

WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 

ing centers 


in all principal 
— GET OUR CITY ZONE FOLDER —- 
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Advertising Age, July 9, 1951 


Fashion Academy has awarded its 
gold medal to individuals who in 
their endeavors, and to manufac- 
turers who in their merchandise, 
have reflected distinctive fashion 
appeal and awareness of general 
style trends 


no instance, however, has 
been made for being 
‘foremost in their fields.’ While 
awards are made on a more or 
less competitive basis, the analysis 
is purely from the fashion point 
of view. In other words, we do not 
pass on the mechanical makeup 
or operation of a product; we con- 


e “In 
an award 


sider it only as it fits into the 
fashion picture. As director of 
Fashion Academy for more than 


30 years, during which time I have 
trained thousands of people for 
fashion work, and as fashion con- 
sultant for outstanding manufac- 
turers of women’s apparel and ac- 
cessories, I feel capable, with the 
help of my staff, of determining the 
degree of fashion significance 
varied products in con- 
junction with current style trends.” 

The academy's awards are well 


possess 


established and well received in 
the fashion world, he saic, and 
added: “The primary purpose of 


the awards is further accentuated 
when manufacturers of allied 
products—allied, that is, to wom- 
en’s requirements and interests— 
recognize the important place 
fashion holds in their respective 
fields of endeavor.” 


e Finally, Hartman said flatly that 
no commercialism was involved 
the awards have no commer- 
cial aims or purposes so far as 
Fashion Academy is concerned 
They are part of a consistent effort 
to retain for American designers 
their rightful place in the fashion 
world.” 
On Oct. 31, 1949, he expanded 
on the theme in a letter to Burke 
there still seems to be some 


misunderstanding regarding the 
basis on which our awards are 
made. As I told you...we do not 


pass on the mechanical makeup or 
operation of a product...All we 
are concerned with is its outward 
appearance—and that as it con- 
cerns the fashion picture. 

“Another point is that we take 
for granted that products in the 
expensive field are aware of the 
importance of the fashion angle 
and are imbued with it; what we 
look for is fashion significance in 
the popular-priced products.” 


e Then he described the methods 


by which the automobile and 
watch were selected: 
In the matter of cars, we 


wrote to all the major organiza- 
tions—Hudson, General Motors, 
Chrysler, Packard (who got the 
award last year) and the Ford 
Motor Co. Some of these sent us 
transparencies of their new models 
with detailed information § and 
material swatches. We could hard- 


ly place them side by side—that 
is the actual cars—when making 
our analysis 

“As for the watches, we ana- 


lyzed the products of six of the 
major companies, by shopping the 
jewelry and department stores and 
getting a very clear and well de- 
fined picture of what they were 


CHARLESTON 


WEST VIRGINIA 
Charleston is the MARKET- 
ING CENTER foran ELEVEN 
COUNTY trade zone effec- 
tively covered by its ONLY 
EVENING newspaper 
THE CHARLESTON DAILY MAIL 


Nationally Represented ©: 


WARD-GRIFFITH CO. 
The Ward Griffith Co. maintains offices 
in all principal ‘tismng centers 
— GET OUR CITY ZONE FOLDER — 


offering the consumer in the way 
of design (case) and fashion. To 
the trained eve, it is not difficult 
to determine to what extent the 
manufacturer has exerted design 
effort and tried to embody a new 
fashion twist to his product. The 


six concerns considered were: 
Helbros (who got the award in 
1948); Elgin; Bulova; Gruen; 
Longine, and Tourneau.” 

He elucidated on his judging 
methods for ApVERTISING AcE. “I 


don’t have to see products side by 


side like mackerel,” he said. “The 
best-dressed women didn't have to 
be laid side by side for me to judge 
them.” 


@ The director of the academy ex- 
pressed concern over the applica- 
tion of the awards: “Furthermore, 
we do not give any product the 
appellation of ‘fashion——of the 
year.’ That has been adopted by 
some of the organizations them- 
selves together with some of the 
superlative phrases which I, too, 


fee] are exaggerated. But appar- 
ently that form of advertising is 
characteristic today of a great 
many concerns, from soup to cig- 
arets, who haven't received the 
award.” 

“We want nothing more,” he told 
Burke, “than to continue a project 
that we believe is important to 
American design and its place in 
the fashion field...” 

On the advertising use of 
awards, Hartman told ADVERTISING 
Ace: “What the advertiser does is 


his business—-I can't dictate to 
them.” Asked if he saw copy in 
advance, he said no, although 
manufacturers sometimes sent 
copy to him as a “courtesy.” He 
said he has never changed copy 


e Again, in a letter to Burke on 
Feb. 1, 1950, this time dealing with 
the Best Dressed Women awards, 
Hartman underlined his non-com- 
mercial conception of the academy 

“There is no direct relation be- 
tween the selection of best-dressed 


Salesmaker to the Central South 


The South’s largest independent salt 
producer reports: “With one WSM Grand 


| 


history of the Jefferson 


Radio Stations 
But Only One. 


it there! 


50,000 WATTS 


Ole Opry half hour a week, the area 
covered by this advertising has shown 
the greatest sales increase in the _» 


Everywhere 


with a talent staff of 200 top name 
entertainers . . . production facilities 
that originate 17 network shows each 
week . . . a loyal audience of millions that 
sets its dial on 650... and leaves 


CLEAR CHANNEL 
IRVING WAUGH. Commercial Manager 
EDWARD PETRY & CO. Notionol Representotives 
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women and the awarding of gold 
medals. Some organizations have 
used ‘best dressed’ women to spon- 
sor their products, but they are not 
necessarily concerns to whom we 
have made In fact, the 
Elgin company used ‘best dressed’ 
women during 1948, when it had 
not received the award. We have 
no arrangement with the women 
chosen, and they are free to spon- 
sor any product they wish.” 

Accordingly, when the NBBB is- 
sued its bulletin of Feb. 17, 1950, 
it pointed out 

1. That the Fashion Academy 
is a trade school, not an organiza- 
tion representing the entire field 
of fashion, that advertisers 
should make clear that it is a 
school of fashion design. Accord- 
ingly, the advertisers who use 
such phrases as “equal to the 
‘Oscar’ in motion pictures,” or 
“fashion’s highest honor” are “be- 
lieved to be incorrect.” 


awards 


and 


e 2. Since not all products in a 
given field are reviewed, nor side- 
by-side evaluations made, the bu- 
reau says firmly that recipients of 
awards “should not represent or 
imply that their product 
was chosen as being ‘first’ or ‘fore- 
most’ or as the ‘leader’ among all 
competition. Recipients should not 
claim that their company or prod- 
uct ‘wins’ this award so as to im- 
ply that they and all of their com- 
petitors had been engaged in a 
@ontest when such is not a fact.” 
§ 3. In the case of the best dressed 
Women, since the academy selects 
@ne or two women from designated 
elds, and bases the awards upon 
@bservation and photographs, the 
Bureau feels that “care should be 
@xercised to avoid creating any 
’pression in advertising that the 
ymination of ‘best dressed wom- 
by the Fashion Academy has 


. 


GOSSARD FEATURES MEDAL—This four-color magazine spread, 
which appeared in ADVERTISING AGE Feb. 19, shows how the 


cere and impartial judges. . .rather 
than some source which issues 
awards as a means of enriching 


or promoting itself...Awards of 
this nature are promotional ‘gim- 
micks’...NBBB urges American 
business to confine its use of ‘hon- 
or awards’ to those which are hon- 
ors in fact. A good test to apply, 
we think, is: ‘Would we be willing 
to make a full disclosure to the 
public of the true significance of 
this award?’” 


e Hartman snorts at the bureau 
from a well-entrenched position 
The Fashion Academy occupies a 


ANOTHER WINNER-—Kenneth Greene, Kastor, Farrell, Chesley & Clifford, watches 
Ray Hickok shake hands with Hartman ofter winning an award 


any status representative of the 
field of fashion in the sense that 
it represents the judgment of the 
field. It not; Mr. Hartman 
does not so claim, and advertisers 
should not so imply.” 


does 


‘e The passive neutrality of the 
NBBB’s statement rankles in Hart- 
man’s mind. “What the hell am I 
supposed to do,” he sneered, “use 
1 little Gertrude Stein prose—The 
Fashion Academy is a school is a 
schoo! is a school?” 
While Hartman 
tempt for the bureau, he also in- 
its attempted 
persecution against him is vicious 
The bureau regards Hartman sus- 
piciously, and only recently un- 
leashed another blast at awards 
generally (no donor was named) 


professes con- 


Sists campaign of 


e “The National Better Business 
Bureau is appalled at the cynicism 
with which honor awards are cur- 
rently used in advertising. 

awards which, although restricted 
one to a field, are not fairly won 
in open competition. ..We also re- 
fer to awards which names 
which the public would identify 
with some group of qualified, sin- 


bear 


five-story town house at 812 Fifth 
Ave. behind a grilled door of 
solid silver. Inside, the furnishings 
are baroquely palatial. The mold- 
ings and chairs are carved and 
dark, and may remind _ startled 
midwesterners of Balaban & Katz 
restrained. But the 100 resident 
students’ places are fully filled, 
and Hartman says he had more 
than 400 applicants for the 33 
openings he had at the beginning 
of the last schoo] term. 

Hartman, who is a man of me- 
dium height, with streaks of gray 
in his dark hair and doesn’t look 
his 57 vears, has been in the fashion 
business since 1914, and has con- 
ducted the academy for 34 years. 
For 24 years he has given awards. 
In the past 17 years, he says, he 
has given 50 awards, most of them 
in the last two. Among his students 
of note are the Mangones, stand- 
out designers, and one of his stu- 
dents was Katherine McConnell, 
whose sister Anne married Henry 
Ford II. He figures he has trained 
somewhere between 200,000 and 
300,000 students, the vast majority 


by correspondence 


e And as a teacher and operator 


we the 


of a school, his difficulties with 
the state education department are 
all the more annoying 

In April, E. G. Simmonds, con- 
sultant, private trade and corres- 
pondence schoo] section of the de- 
partment, wrote the Fashion Acad- 
emy asking the source and amount 
of scholarships awarded to it. 

Hartman, through his attorney, 
Gilbert H. Weil, associate of I. W. 
Digges, noted advertising lawyer, 
promptly challenged the propriety 


of the inquiry, and demanded to 
know how it had originated (and 
he suspected that he knew the 
answer) 

The state replied that it had 
the responsibility of checking 
methods of tuition, and again 
asked for the information. Check- 


ing in Albany, AA learned that 
the department still does not re- 
gard the questions as answered. 


s This section of the state educa- 
tion department has supervised pri- 
vate trade schools since 1938, when 
a law authorizing such supervision 
and requiring annual licensing of 
these schools was passed. The de- 
partment now oversees about 240 
private trade schools, and last 
year the licenses of “four or five” 
were not renewed. 

It has asked for scholarship in- 
formation from other schools, and 
far has been refused by only 
one—the Fashion Academy—AA 
was told 

Specifically, 


so 


the department 
wants to know (1) does the acad- 
emy give scholarships; (2) what 
is the amount of the scholarships; 
and (3) what is the basis and 
procedure of making the scholar- 
ship award 

Hartman’s attorney late in June 
again challenged the right of the 
department to ask the questions 
(“I have nothing to hide; my books 
are open for inspection—but this 
is a question of' protecting my 
rights," Hartman told AA) and 
while offering the scholarship in- 
formation on service dependents 
referred to above, wound up with 
a determined assurance that Hart- 
man declines to furnish the infor- 
mation and “is fully prepared for 
legal action.” 


e There the matter rests. Hart- 
man, tired of badgering, may re- 
vise the award into a seal-fran- 
chising operation; he regards the 
matter of the scholarships as now 
completely closed—and he points 
significantly to other = schools 
which solved their troubles with 
the state by becoming “non-profit 
institutions” and passing beyond 
state control 
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H. W. Gossard Co. used the Fashion Academy's gold medal as 
@ bockground for its models. 


seal of the Order of the Garter 
(Honi soit qui mal y’ pense) and 
a verse, perhaps appropriate— 
“Let no one bear beyond 
This threshold hence 
Things uttered here 
In friendly confidence.” 

But this fall will see more Fash- 
ion Award campaigns than any 
previous period, and television will 
carry—via ABC—an hour-long 
Fashion Academy Theater. The 
firing seems unlikely to subside. 


FTC Sets September 
for 2nd Radio-TV 
Trade Conference 


WASHINGTON, July 3—The Fed- 
eral Trade Commission announced 
this week that a second conference 
on trade practices of the radio and 
TV set industry will be held the 
latter part of September. 


In the meanwhile, FTC staff 
members are sorting over trade 
practice rules proposed at a 


stormy session of the industry here 
June 21. A draft of proposed rules 
will be completed in advance of 
the September meeting. 

At the June 21 meeting, retail- 
ers and service representatives 
protested warrantee and _ price 
cutting practices. One retail group 
contended that fully a third of all 
TV sets leave the factory in un- 
workable condition. 


Denton Sleeping Garments 
Appoints Anderson & Cairns 

Denton Sleeping Garment Mills, 
Centerville, Mich., has appointed 
Anderson & Cairns, New York, as 
its agency. The company, which 
formerly sold through jobbers and 
distributors, has also made a ma- 
jor change in selling policy with 
the appointment of Freitag Mfg. 
Co., New York, as exclusive na- 
tional sales agency. 

Extensive fall promotion for 
Denton sleepers in magazines is 
planned. Included in the sched- 
ule are Good Housekeeping. Ladies’ 
Home Journal, My Baby, Parents’ 
Magazine, Today’s Woman. Wom- 
an’s Day, Woman’s Home Com- 
panion and business papers. 
Charles F. Dowd Ine. is the pre- 
vious Denton agency. 


Guenther Gets Restaurant, 
Loses Marie Hildreth 

_ Country Restaurant, Covington, 
Ky., has appointed Guenther, 
Brown & Berne, Cincinnati, as its 


agency. Newspapers, radio and 
television will be used. 

Mrs. Marie Hildreth has re- 
signed as secretary-treasurer of 


the agency and Albert Berne Jr. 
and David A. Brown, v.p.s of the 
agency, will assume the posts of 
ne and secretary respective- 
vy. 
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FRANK L. NAGLE 

Boston, July 3—Frank L. Nagle, 
91, former chairman of the textile 
division of McGraw-Hill Publish- 
ing Co., and one of the founders 
of Textile World, died yesterday 
at the Hotel Vendome here. 

Born in Pittsville, Pa., Mr. Nagle 
started his business career on the 
old Textile Record in Philadelphia 
in 1880 and later became chief 
salesman. 

In 1888, he and Henry G. Lord 
founded Textile World. In 1903, 
after moving to Boston, Lord & 
Nagle took over the Textile Rec- 
ord, and in 1915 bought the Textile 
Manufacturers Journal, when they 
were joined by Joseph H. Bragdon. 
The corporate name of the publish- 
ing house was changed to Bragdon, 
Lord & Nagle Co., with Mr. Nagle 
as chairman of the board 

In 1928, McGraw-Hill Publish- 
ing Co. bought out Bragdon, Lord 
& Nagle, and Mr. Nagle became 
head of the McGraw-Hill textile 
division. In 1945 he retired at the 
age of 85. 


WALTER P. McGUIRE 

PETERSBURG, Va., July 3—Walter 
P. McGuire, 70, publisher of the 
Southside Virginia News, and for- 
mer editor of Boys’ Life and Amer- 
ican Boy, died at his home here 
following a heart attack 

Born in Ames, Ia., he was grad- 
uated from the University of Min- 
nesota, and subsequently became 
Sunday editor of Minneapolis 
Journal and the St. Paul Pioneer 
Press & Dispatch, before going to 
New York where he edited all na- 
tional Boy Scout publications. 

Later, turning to the weekly 
newspaper field, he bought the 
Lapeer County Press in Michigan, 
which he sold in 1927. In 1928, he 
came here and bought the South- 
side Virginia News. He was also 
editor of Rural Virginia, monthly 
newspaper issued by the Rural 
Electrification Administration. 


CHARLES F. JENKINS 


PHILADELPHIA, July 3—Charles 
Francis Jenkins, 85, formerly pub- 
lisher of the Farm Journal and 
Pathfinder and board chairman of 
Farm Journal Inc., died yesterday 
after a long illness 

Mr. Jenkins joined the Farm 
Journal in 1888 and served as its 
business manager untii the death 
of Wilmer Atkinson, its original 
publisher, in 1921, at which time 
he became president. In 1935, after 
encountering serious financial dif- 
ficulties, the magazine was sold, 
and Graham Patterson became 
president and publisher. Mr. Jen- 
kins continued as a director until 
his death. : 

He was also treasurer of The 
Friends’ Intelligencer, religious 
weekly of the Society of Friends, 
for 40 years, and was president of 
the Pennsylvania Historical So- 
ciety since 1948. 


BERT L. WHITE 

Cuicaco, July 3—Bert L. White, 
70, formerly vice-president of 
American Colortype Co. and pres- 
ident of Bert L. White Co., Chi- 
cago printing concern, died June 
29 in Kenner Hospital after a long 
illness. 


Mr. White operated his own 
company until 1930 when it was 
purchased by American Color- 


type. At that time he was named 
vice-president and sales manager. 
He left American in 1935 because 
of ill health, but later joined Tem- 
po Inc., art studio, as sales mana- 
ger, a post he held until his health 
forced him to retire in 1939. 


LOUIS J. APPEL 

York, Pa., July 3—Louis J. Ap- 
pel Sr.. owner of the Penn York 
Advertising Co., died June 24 after 
a heart attack. Mr. York was for 
many years an active member of 
the Outdoor Advertising Assn. of 
Pennsylvania. 
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W. E. Long Retires; 
Began First Bakery 
* = 

Service in 1900 

Cuicaco, July 3—W. E. Long, 
founder of the pioneer bakery 
service organization, W. E. Long 
Co., has retired from active partic- 
ipation in the company and has 
resigned as chairman of the board. 
He is in his late 70s. 

Mr. Long organized 
pany in 1900 to 
provide manage- 
ment counsel and 
advertising serv- 
ice exclusively 
for the baking 
industry. It has 
now developed 
into a complete 
service, including 
products control 
and production 
service, account- 
ing and cost con- 


the com- 


W. E. Long 
trol, material and equipment, en- 


gineering, advertising and sales 
promotion. 
@ Fifty-one years ago, 72% of all 


bread was baked at home. Today, 
more than 90% of all the bread 
consumed is baked commercially, 
and the industry, according to the 
American Bakers’ Assn., now ranks 
second among all food industries, 
selling more than $344 billion 
worth of goods annually. 

Also 51 years ago, Adman Long 
decided large volume bread sales 
would not be possible unless con- 
sumers had confidence in the 
cleanliness of bread. He also knew 
that advertising would fail unless 
some brand recognition was pos- 
sible. 

Wrapping bread at the bakery 
was the answer. He persuaded a 
Birmingham baker to enter into a 
sales campaign using wrapped 
bread. The deal worked out, and 
in little more than six months the 
baker had paid for the program 
and was enjoying greater sales 
than he had experienced before. 


e The Birmingham bakery ulti- 
mately grew into the American 
Bakeries Corp., which now oper- 
ates some 16 plants in the South. 

With a rapid increase in sales 
and the necessary expanding of 
production facilities, the baking 
industry needed a practical cost 
accounting system. Mr. Long and 
his staff instituted the computation 
of all costs on the unit of 100 
pounds of baked bread. That basic 
unit is now standard in bakery 
cost accounting. 

Mr. Long believes that success- 
ful sales depend on efficiency in 
all departments of a manufactur- 
ing organization. He has developed 
his specialized service organiza- 
tion on the theory that everything 
that goes into the making of a 
product must be “right” before 
that product can be “right,” and 
that the product must be “right” 
before advertising is justified. 


s During the years he spent in the 
baking industry, Mr. Long helped 
standardize the quality of bread, 
was responsible for the first wrap- 
ping of bread at the bakery, pro- 


DAYTONA BEACH 


FLORIDA 
Florida's Year "Round Resort Reached By 
THE DAYTONA BEACH NEWS-JOURNAL 
1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South erica. = 
Over $55,000,000 effective buying in- 
come. ; 
Over $38,000,000 retail sales. 
A ay market index of 140. 
1949 total advertising 10,066,667 lines. 
National advertising gain 20.58%, 
compared to Nation's average 14.80%. 
SEND FOR QUR ADVERTISERS’ MERCHANDISING PLAN 
Represen Pi 


By V. J. Obenaver Jr. In_Jacksonvilie 
And “ations!tv ited By 


e 


one 


WARD-GRIFFITH CO. 
The Ward-Gritfith Co. maintains offices 


in all principal advertising centers 
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moted sliced bread as a conven- 
ience to the consumer, and was 
instrumental in establishing stand- 
ards of sanitation throughout the 
bakery industry. 

He was responsible for the pro- 
motion and wide consumer accept- 
ance of such brands as Holsum, 
Betsy Ross, Town Talk, Aunt Hat- 
tie, Old Home and Kleen-Maid. 
The volume of bread advertising 
and promotion which he _ has 
fathered is incalculable, his asso- 
ciates say. 


Four A’s Announces 1951-'52 
Standing Committee Heads 


The American Assn. of Adver- 
tising Agencies has announced the 
following as heads of its 12 nation- 
al standing committees during 
1951-"52: 

Examinations for advertising—S. H 
G.ellerup, Marschalk & Pratt Co., New 
York, chairman; Thomas F Conroy. 
Thomas F. Conroy Inc., San Antonio 
vice-chairman. Agency administration- 
Walther Buchen, Buchen Co., Chicago 
chairman; D. C. Stewart, Kenyon & 
Eckhardt, New York, vice-chairman, Bus- 
iness papers—H. E. Cassidy, McCarty Co., 
Los Angeles, chairman; vice-chairman to 


COLOR QUARTET—Stellor participants on the first commercial color TV show, oired 


recently over five Columbio stations, included (left to right): Frank Stanton, CBS 
president; Arthur Godfrey, the network's top-grossing star; William S. Poley, CBS 
boord chairman, and Wayne Coy, chairman of the Federal Communications Com 


mission. 

be appointed. Government, public and New York, chairman; E. Thomas Mc 
educator relations—William Reydel, Cun- Breen, J. Walter Thompson Co vice 
ningham & Walsh, New York, chairman; chairman 

A. W. Seiler, Cramer-Krasselt Co., Mil- Media __relations—H H Dobberteen, 
waukee vice-chairman. Magazine and Benton & Bowles, New York, chairman; 
farm papers—Guy Richards, Compton Ad- E. E. Sylvestre, Knox Reeves Advertis- 
vertising, New York, chairman; E. Ross ing Agency, Minneapolis, vice-chairman 
Gamble, Leo Burnett Co., Chicago, vice- Newspapers—H. H. Kynett, Aitkin-Kynett 
chairman Mechanical reproduction— Co Philadelphia, chairman; John J, 


George B. Dearniey, McCann-Erickson, Jackson, Anderson & Cairns, New York, 


43 


and 


vice-chairman. Outdoor 
advertising J. J 

bell-Ewald Co Detroit 
L.. Kiebler, Benton & Bowles 
vice-chairman Radio and 
broadcasting —Frank G. Stivernail 
Barton, Durstine & 
chairman, Vernon I 
Brandon Cx St 


transporta 
Camp 
chairman, Milton 
New York 
television 
Batten 
Osborn, New York 
Morelock, Winius 
Louis, vice-chairman 
Radio and television production—Walter 
Benton & Bowles, New York 
J. Seott, Schwimmer & Scott 
Inc Chicago, vice-chairman. Research 
D. E. Robinson, Price, Robinson & Frank 
Chicago, chairman Fred B. Manchee 
BBDO, New York, vice-chairman 


ELIZABETH 


A Wealthy Market For Your Product 
Covered 


By The . 
ELIZABETH DAILY JOURNAL 


1. Metropolitan high spot of New 
Jersey. 
Union County market index 115. 
Net buying income $634,201,000. 
Retail sales $330,948,000. 

ASK FOR ADDITIONAL MARKET FACTS 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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tion Hartigan 


Craig 
chairman, R 
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When the Society of Industrial Designers 
undertook to portray the present day's out- 
standing achievements in design, it was of 
paramount importance to show representa- 
tive works of top-notch designers at their 
best. The many-faceted avenues of industrial 
design were to be displayed in the first 


annual reference 


edition of U. S. Industrial Design. Quality 
literally must “pop out” from every page. 
Accordingly, the book was printed on stock 
coated with 512K, a pow Latex. The result 


Coatings Section— Plastics Division— Dept. PL-162 


volume - 


gave deserved distinction to the designs. 
512K coated paper sharply delineates every 
detail of an illustration. In addition to 
affording exceptionally accurate reproduc- 
tions, 512K coated stock hasan eye-appealing 
beauty and feel and a glossy, smooth finish 
that accepts ink readily. If you are not com- 
the 1949-50 pletely sure that pictures of your product 
always assert its quality, make ita pot to 
investigate papers coated with 512K, a pow 
LATEX. 512K coated stock can be successfully 


used in both letterpress and offset printing, 


THE DOW CHEMICAL COMPANY «¢ MIDLAND, MICHIGAN 
New York © Boston + Phil phia * Washing * Atlonte © Cleveland © Detroit * Chicago © St. Louis 
Houston © Sanfrancisco © Los Angeles © Seattle * Dow Chemical of Conede, Limited, Toronto, Conade 


coated stock 


was used 
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No. 4019. Clothing Market Among 

Wau -Earners Analyzed 

In “The Apparel & Accessories 
Market,” Macfadden Publications 
offers an extremely comprehensive 
and detailed analysis of the wage- 
earner’s family as a consumer of 
wearing apparel. The study covers 
everything from tur coats to edg- 
ing preferences in handkerchiefs, 
and says, “The wage-earner mar- 
ket presents a challenge to the 


industry to serve it as 


apparel 


graciously and as profitably as it 
has served the high fashion mar- 
ket 
No. 4020. Rotarian Audience Stud- 

ied 

The Rotarian for Men of In- 
fluence and Buying Power” is a 
new audience-study brochure of- 
fered by The Rotarian Magazine 
It breaks readers down between 
manufacturers and _ retailers, 
covers buying authority, personal 
buying power, the auto market, 
the travel market, the sports mar- 
ket, and gives precise figures on 


all occupations covered 


No. 4021. Cutaway Explosions 
and 
The Technagraph Co. offers two 


“Graphic Tech- 


lsometrics 


Bew bro hures, 
igjues” and “Technagraph for War 
roduction,” discussing methods of 


Making and using charts, graphic 

@isplays, reports, isometric and 
itaway renderings, etc. Of special 
terest to those with training 
anual or technical catalog prob- 
ms 

o. 4022 Crossley Studies Home 

Town Radio 

: Based on the results of an ex- 

{ 

> Note 


USE COUPON TO OBTAIN 


200 E. Illinois St., Chicago 11, Il 


—-please print or type) 


“NAME 

| COMPANY 
ADDRESS 
CiTy & ZONE 


eae: 


se 


ELECTRIC 


Inquiries for the items listed above will not be serviced beyond Aug. 


B Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


WITH 


Crossley 


tensive survey, Mutual 
Broadcasting System has prepared 
i new book, “Welcome to Home 
Town America.” It covers listener- 
ship among 11,000,000 radio fami- 
in 325 town markets, 
is yet virtually untouched by TV 


lies home 


No. 4023. New Detroit Figures 

The Detroit Free Press offers a 
new study, “Population of the City 
of Detroit by Census Tracts,” 
which shows the growth and shift 
of population within the city, com- 
paring 1950 with 1940. A map 
makes it easy to compare distribu- 
patterns with the emerging 
population pattern 


tion 


No. 4024. Jobs Advertising Can Do. 

Ad Scribe, Canton, O., service, 
offers a new file folder containing 
various check-charts and work- 
organizers, including a check list 
of 101 jobs that advertising can do 


No. 4025. What Motorists Buy and 
Where 
In “A National Survey of Men, 


Automobiles, Automotive 
and Accessories,” Mechanix Illus- 
trated offers the results of a Ben- 


nett study which covers every- 
thing from wax to windshield 
wipers 

No. 4027. Starch Studies Ebony 


“Market Characteristics of 
Ebony Magazine Readers” is a 
Starch-conducted report offered 
by Ebony magazine covering eco- 
nomic position of readers, and 
their specific brand-preferences in 
autos, beverages, foods, household 
appliances, medicines, soaps, toi- 
letries, etc. Goes from Avon tissues 
to Zenith radios 


INFORMATION 


TITLE 


STATE .... 


“A. A. REACHES MEN AT 
DECISION-MAKING LEVEL’’ 


Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from RTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
| publications is that ADVERTISING 


Cor- 
rect! That's why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 

| once! 


SPECTACULARS «+ 


OUTDOOR 


Parts, | 


The R. Maxwell Co Mant Cit 
ADVERTISING 


line. Add two lines for box number 
ceding publication date. Display 
column inch 


HE ADVERTISING MARKET P 


Rates: 75¢ per line, minimum charge $3 
(maximum—two) 30 letters and spaces per line 


Cash with order. Figure all cap lines 
upper & lower case 40 per 


Deadline Wednesday noon 12 days pre- 
classified takes card rate of $11.25 per 
Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 

209 S. State St HA 17-2063 Chicago 


ADVERTISING MANAGER 
Well established Florida firm has oper 
ing for idvertising manager with mer 
chandising, promotion and public relation 
experience, preferably in food field. Must 


have ability to plan and follow through 
all phases of one to two million dollar 
program. Excellent opportunity for right 
man 

Box 3878, ADVERTISING AGE 

200 E. lilinois St., Chicago 11, Ill 
Experienced Advertising Salesman. Ag 
gressive and Energetic man not afraid to 
work hard and long who can produce for 
a special 100th Anniversary Publication of 
Northwestern University. Wonderful opp 
ortunity for the right man to make vol- 


ume sales and earn large commission in a 


short time. Must be able to start immed 
iately. Phone RAundolph 6-8711 ‘Chicago 
TRADE PAPER OPENING— 

if you are over for under fifty 
five years of age | to ettle 
down to the seriou s of doing a 
consistent job of advertising day tr 

day out without expecting to get 

out of it, then read further. If you 
handle details, rough a layout 

copys write a sales letter that pulls 
have executive ability to follow routine 
instructions, able to not only get along 
with people but have the “know-how"™ to 
|} get them to work with you-—and want 


to move South, then write Air 
background and salary 
Box 3873, 


MaijJ your 
expected to 
ADVERTISING AGE 


200 E. Ilinois St., Chicago 11, Ili 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 


General Manager for Medical Mail Order | 
Firm in Midwest State. Should know ad 
vertising and mail order. Must be steady 
and assume responsibility Married 
Should be life position for right party 
Box 3872, ADVERTISING AGE 
200 E. Lilinois St., Chicago 11, ll 


AL OPPORTUNITY FOR YOUNG, 
jHT ADVERTISING MAN 
A large building material manufacturer 
has an opening that offers an unusual 
opportunity to a young man who has 
proven record in the Advertising Bust- 
The man selected will probably be 
under 35, with broad experience in the] 
Agency or Industrial Advertising field 
and should be ambitious, aggressive, with 
the ability to manage important promot 
ional programs. This position offers an 
excellent future for a man with these 
qualifications, combined with a desire 
to work hard and get things done! Give 
complete resume and salary requirement 

Box 3881, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


MARKETING RESEARCH 
Opening for young whose 


UN 
TOP-FI 


ness 


back- 


man 


ground and initiative qualify him for mar- 
and 


ket research in petroleum, chemical 
agricultural field 
education, experience 
to Newton D. Baker 
Bryson, Inc., Kansas City 
ADV. SALESMAN COPWRITER 
lance to share space in small 


Box 3882, ADVERTISING 
200 E. Illinois St 


Sivalls & 


Free 
agency 

AGE 

Chicago 11, Il 
set and letterpress printing 

Box 3879. ADVERTISING 

11 East 47th St.. New York 17 


AGE 
N. ¥ 


WE PLACE ONLY EXPERIENCED ADVERTISING 

PERSONNEL 
Our clients throughout 19 middle-western 
states demand proven advertising people. If 
you qualify, write for our data sheet. Your 
references will be checked 

SALES PROMOTION 
Advertising Personnel Placement Div. 
1309 S. Detroit, Tulsa, Oklahoma 


BUSINESS OPPORTUNITIES 
OFFSET OPPORTUNITY 
A lithographi« organization desiring 
sales expansion is interested in forming 
a mutually beneficial arrangement with 
an advertising agency or account execu- 
tive controlling a sizable amount of off- 


MAXWELLS HIGHSPOT DISPLAYS 


ON THE FAMOUS ATLANTIC CITY BOARDWALK 
IT’S 18,000,000 ANNUAL VISITORS ; 


POSTERS « PAINTED DISPLAYS 


POSITIONS WANTED 
CONTACT WORK 
You college graduate, vet, married 
desire contact work preferably in ad- 
ertising ow nm printing sales. Good 
kr vliedge,. experience, & contact work in 
zraphic art Also some production exper 
ence it iding agency 
Box 0, ADVERTISING AGE 
2% E. Ulinois St.. Chicago 11, Ill 
Secretarial services Chicago loop. Corr 
espondence and telephone handled. (Miss 
E. Lavin, 2837 Cambridge Avenue, 
Chicago 14) 
WANTED - A CHANCE TO LEARN! 
Young man wants position to 
anced phases of idvertising 
exp: Asst. Service Dir., Asst. Prod 
tox 3883, ADVERTISING 
200 E. Llinois St., Chicago 11, Il 


~ TOP-FLIGHT PUBLISHING REP. 
in the Industrial Trade Field, with many 


years of experience, selling and servic- 
ing over 90 accounts & 40 agencies in 
Chicago & Mid-West, with earnings in 
five figures, will be available full time 
Sept Ist, to a well established high 
grade publisher < 
Box 3884, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
PRINTING WANTED 
PRINTING WANTED 
Rota Printing, tabloids, color, 32 pg 
ip. Compiete mailing cervice. Southwest 
Magazine Pub. Co 715 Jones St., Ft 
Worth, Texas 


PAY AS YOU SELL RADIO 
Sell your product by radio and pay on 
a basis of each sale! Over 400 radio sta- 
tions conduct no-money-down plan 
We have complete list of stations and 
other information telling how to pro- 
ceed, etc. Write today for FREE litera- 
ture. RADIO SALES, Harlan, lowa 


DRUG TRADE 
MARKETING CONSULTANT 
A substantial New York advertising 
agency can secure the exclusive advis- 
ory services, on retainer, of independ- 
ently situated executive whose under- 
standing of marketing in the drug field 
is | upon fifteen years experience 
in establishing his own drug products 
in national and international markets 
preceded by some years as owner of 
fully recognized advertising agency 
Friendly personal contacts include 
many drug manufacturers who are na- 
tional advertisers; also key executives 
of almost all wholesale drug and chain 
drug store outlets in U.S.A., Canada, 
England. Box 7904, Advertising Age. 
ll E. 47th St.. New York 17, N. Y 


Buys Part of KING, Seattle 


Hearst Radio Inc., New York, 
has purchased a 25% stock in- 
terest in King Broadcasting Co., 
Seattle, owner of Stations KING 
and KING-TV. The sale will not 


affect the majority ownership, op- 
erating policies, management and 
personnel of the company, accord- 
ing to Mrs. A. Scott Bullitt, pres- 
ident of KING 


Rumford Press Elects Jackman 

J. Richard Jackman, treasurer 
of Rumford Press, Concord, N. H., 
has been elected president of the 
company. Fred W. Davis, v.p. in 
charge of New England sales, has 
been named to the board of direc- 
tors and placed in charge of all 
sales 


Jones & Lamson Names Wood 

Jordan D. Wood, advertising 
manager, has been given the ad- 
ditional duties of public relations 


manager of Jones & Lamson 
Machine Co., Springfield, Vt., 


manufacturer of machine tools 


Advertising Age, July 9, 


Color TV Units Will 
Be Ready in August, 
John Meck Promises 


PiyMoutTH, INpb., July 3—John 
Meck Industries will begin deliv- 
eries in August of an accessory col- 
or television unit for use with pres- 
ent b&w sets, John S. Meck, presi- 
dent, announced last week 

The new “Add-a-Color” 
will have a 14” picture tube and, 
although the price not yet 
been set, is expected to retail for 
less than $150, Mr. Meck said 

In a letter to the company’s 
distributors, he predicted that col- 
or TV will stimulate the TV set 
business and bring added impor- 
tance to the television market 

Mr. Meck also said, pending the 
perfection of an all-electronic sys- 
tem of color television, the best 
way to bring TV into the 
home is through optional color ac- 
cessory units operating in conjunc- 
tion with b&w receivers 

“This will the to 
continue getting large-picture b&w 


1951 


unit 


has 


color 


permit user 


during the many hours he is not 

using the color unit,” he said 

GE DEMONSTRATES UHF 
BRIDGEPORT, CONN. July 3 


General Electric has demonstrated 
its new UHF (ultra-high-frequen- 
cy) translator for TV receivers 
for the Federal Communications 
Commission and its staff 

The unit, resembling a small 
radio, can used with any TV 
set and requires only a few simple 
according to GE en- 


be 


connections, 
gineers 


It will enable present TV set 
owners to receive all the pro- 
posed new UHF stations in their 
areas, GE says, when the FCC 
authorizes commercial operations 
in these new channels. The UHF 


stations are not expected to go on 
the air late 1952 or early 
1953 

The GE demonstration 


before 


was one 


of several scheduled here ex- 
pressly for the FCC by member 
companies of the Radio-Televi- 


sion Manufacturers Assn 


Swedish Agency Competes 
in International Games 
Svenska Telegrambyran, Stock- 
holm agency, has invited leading 
agencies in about 40 countries to 
“mail-match” competitions in dif- 
ferent sports and games. The idea 
is designed to increase interest in 
sports within the company and its 


branch offices, and to foster per- 
sonal contact with foreign coun- 
tries 
Meds Offers Premium 

Personal Products Corp., Mi- 


town, N. J., is offering a calendar 
dial device for determining dates 


when sanitary protection will be 
needed, as a premium in ex- 
change for a Meds box top. The 


offer will be featured in Meds’ big- 
gest campaign to date, in 23 mag- 


azines, according to Batten, Bar- 
ton, Durstine & Osborn, Meds’ 
agency. 


Griffon Sets Cutlery Push 

The biggest magazine campaign 
used by Griffon Cutlery Corp.., 
New York, will open with a two- 


color page in The Saturday Eve- 
ning Post. Nov. 28. Headlined 
“Christmas Gifts That Last a Life- 
time,” the ads wiil feature mani- 
cure, sewing and cutlery items, 


and will list stores carrying Grif- 
fon gift sets. Local promotion kits 
are being sent to dealers 


To Make Colorado Travelog 
The Colorado state advertising 
department has signed Sono- 
chrome Pictures, Denver, to make 
a 30-minute film, suitable for TV. 
of Colorado tourist attractions 


Scott Joins Ball Agency 

John P. Scott, formerly with 
Music Corp. of America, has 
joined Ted H. Ball & Co., Los An- 
geles agency, as traffic manager. 
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Federal Reserve Figures on Department Store Sales 


WasHINGTON, July 3—Depart- 
ment store sales during the week 
ended June 23 were up 6%, com- 
pared to volume for the same week 
last year. 

Even though sales were off sea- 


sonally, the dollar volume re- 
ported this year set an alltime 
record for the week. Total sales 


were up 1% over the correspond- 
ing week in 1948—the previous 
high-water mark. 

Only two of the 12 districts re- 
porting to the Federal Reserve 
Board reported losses for the 


DEPARTMENT STORE | 
~ SALES INDEX ~ 


1935.39 EQUALS 100 


Week to June 23, '51*p265 
Week to June 24, °50*..250 
Week to June 16, °51*..305 
Week to June 17, '50*..302 
Month of May, °51 p297 
Month of May, ‘50 287 


pPreliminary 
“Not adjusted 


seasonally 


week. The St. Louis district was 
off 4% and the Atlanta district 
recorded a 2% decline. 

New York City’s price war) 
helped keep total volume up in 
that area, although the figures 
show that activity is tapering off. 

Largest gain among the cities 
was the 26% rise in dollar volume 
reported by Augusta. Houston, 
with — promotional selling, 
was up 23%, and Wichita recorded 
a 21% gain. 

Subsequent Federal Reserve} 
Board reports showing compari- 
sons with last year’s figures will 
cover the period following the out-| 
break of the Korean war. How-| 
ever, the early weeks of the war 
were not accompanied by unusual | 
domestic sales activity. Thus, for 
a while at least, vear-to-year com- 
parisons still will be a reasonably 
accurate business indicator. 

% Change from “0 


Week Ended 
Federal Reserve June June June, 
District and City ” 16 23 
UNITED STATES x 1 6 
Beston District —_— -—) 3 
New Haven 10 —6 6 
Boston 2 10 2) 
Lowell-Lawrence 8 -—9 
Springfield -—7 0 10 
Providence —4+ 10 3) 
New York District 6 862 18 
Newark 18 orld 9 
Buffalo 4 5 13 
New York 19 ri5 14! 
Rochester 6 0 14) 
Syracuse 4 5 8) 
Philadelphia District 1 4 6 
Philadelpnia 0 r-—5 3) 
Cleveland District 1 0 5 
Akron 2 1 8) 
Cincinnati 5 4 1 
Cleveland 2 -1 9 
Columbus 2 -2 6 
Toledo 4 3 3 
Erie 2 5 5 
Pittsburgh 0 1 0 
Richmond District o —3 4 
Washington 2 2 3 
Baltimore 3 4 6 
Atlanta District “e-—-t —? 
Birmingham 10 4 —7 
Jacksonville 8 1 -2 
Miami 32 7 6 
Atlanta 7 2 —3) 
Augusta 25 M4 26 
New Orleans 1 1 2 
Nashville 6 12 4 
Chicago District . —_— —-! 5 
Chicago 3 1 4 
Indianapolis 3 2 10 
Detroit —35 9 9 
Milwaukee 4 3 8 


HAVERHILL 


MASSACHUSETTS 
A Key City Of 50,696 City Zone 
Population Reached By The 
HAVERHILL GAZETTE 


World shoe making center. 
Western Electric Co. manufac- 
turing center. 

Effective merchandise help. 
Business is good in Haverhill. 
REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 
Nationally Represented by 


ee per 


WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 


in all principol 
— GET OUR 


advertising centers 
CITY ZONE FOLDER — 


| tising 


St. Louis District ew —4 
Little Rock 2 122 -—6 
Louisville 1 —5 1 
St. Louis Area 5 -8 -4 
Memphis 3 —17 10 

Minneapolis District —t —! 7 
Minneapolis 10 2 15 
St. Paul 12 -—5 6 
Duluth-Superior 15 12 1 

Kansas City District s,s —? 2 
Denver 1 2 --1 
Wichita 21 7 21 
Kansas City 4-5 -3 
St. Joseph 1 4 2 
Oklahoma City 3 5 2 
Tulsa 3 7 0 

Dallas District 6 ” ” 

AS 2 6 4 
El Paso 10 6 11 
Fort Worth 4 2 4 
Houston 15 8 23 
San Antonio 4 0 7 

San Francisco District 8 a x 
Los Angeles Area 0 4 1 
Oakland 6 9 2 
San Diego 11 16 12 
San Francisco 6 1 & 
Portland 0 5 5 
Salt Lake City 4 4 7 
Seattle 7 4 7 
Spokane 10 4 4 


Seattle Investment 
Dealer Sets Monthly 
Newspaper Drive 


SeaTTtLe, July 3—Under the 
heading, “Pacific Northwest In- 
vestment Notes and Suggestions,” 
Pacific Northwest Co., invest- 
ment security dealer, has launched 
a new campaign using monthly 
newspaper ads and insertions in 
the Pacific edition of Sunset. The 
program is projected for one year. 

Editorial-type newspaper ads, 
one column by 21”, and illustrated 
by line drawings, are being car- 
ried in daily papers in the nine 
Washington and Oregon cities in 
which the company has offices. 
These are Seattle, Tacoma, Port-| 
land, Aberdeen, Eugene, Yakima, 
Wenatchee, Spokane and Belling-| 
ham. | 

Each ad in the series will be 
based on the current monthly issue 
of the company’s publication, “In- 
vestment Notes and Suggestions,” | 
and will offer the publication to} 
readers. Each ad will also take 
up a specific northwest industry, 
carry mention of major companies 
in the industry and offer reports} 
or additional information about 
them. 

Strang & Prosser is the agency. 


Upressit Plans Campaign 

Upressit Products Corp., 
York, has started a new adver- 
campaign for its tamper- 
proof closure for cans, bottles and 
jars. John Mather Lupton Co., ass| 


New w | 


| 


agency, has scheduled ads in Glass 
Packer, Modern Packaging, Pack-| 
aging Parade and U. S. Govern-| 
ment Advertiser, and plans are be- 
ing made for sale of a home use | 
cap for consumers as replacements | 
on soft drink bottles. 


Old Charter Sues Charter Oak 


Old Charter Distillery Co., New! 
York, subsidiary of Schenley In- 
dustries, has initiated a suit in the 
U. S. District Court of New York 
seeking to restrain Continental | 
Distilling Corp., Philadelphia, sub- | 
sidiary of Publicker Industries, 
from use of “Charter Oak” as the} 
brand name of a bourbon whisky. | 


Damages are also being sought. 


‘Seventeen’ Names Two 


Florence Kyler, formerly with 
Look, has been named midwestern 
representative of Seventeen. Hilda 
Slautterback, formerly a teacher 
of English and creative writing at | 
New York University, has been ap- | 


| pointed director of “Seventeen at| 


School,” the magazine’s home| 


economics supplement. 


Tobacco Festival Scheduled M 


Connecticut and Massachusetts | 
tobacco industry representatives 
will hold their first annual Cigar 
Valley Harvest Festival in Hart- 
ford starting Sept. 11. The Cigar 
Institute of America has contrib- 
uted $10,000 for the first occasion. 


Parker Pen Names Kaiser 

W. B. Kaiser has been named 
industrial sales director of Parker 
Pen Co. Janesville, Wis. Mr 
Kaiser will continue to be in 


Cling Peach Board Plans Four Promotions 

San Francisco, July 3—Cling 
Peach Advisory Board will con- 
tinue its related-item selling pro- 


product research at the University 
of California, and other and 
short-term activities. 


long 


gram during the coming season Details of the forthcoming mer- charge of show case production 
with four major merchandising chandising promotions have not and sales 
events—three on cling peaches and yet been disclosed, but the board 


one on fruit cocktail. 

Decision to continue the board's 
advertising, merchandising, grad- 
ing and research program was 
made by an overwhelming vote of 
the board’s members—3,000 grow- 
ers and 49 canners 

According to Ralph Bunje, 
chairman of the advisory board, 
the program “has been instrumen- 
tal in raising the sale of California 
clings through grocery stores 75% 


Palm Bros. Names Cambron 


Palm Bros. Decalcomania Co 
Norwood, O., has named John H 
Cambron general manage! 


In CANADA 
31% of the sales made 
in retail stores are 


already has signed “several of the 
country's largest food advertisers 
as co-sponsors.” 

In addition, the ad campaign in 
women's service magazines will 
continue—as per plan—-from Octo- 
ber until June. 


sales 


Futorian Names Malone A. M. 

Jeanne A. Malone, executive as- 
sistant to the vice-president and 
general manager of Futorian Mfg 


over the five-vear prewar aver- Co., Chicago, has been named ad- made to Families reading 
iene vertising manager of the company 
“=. and its Stratford Furniture Corp The STAR WEEKLY 
- division. 
@ The 1951-52 plan calls for a _ ask for information 


dollar-a-ton assessment each from 
growers and canners which, in 
turn, will finance efficiency sur- 
veys on all phases of sales pro- 
motion work and the work itself; 


Levyne Resigns Middishade 

S. A. Levyne Co., Baltimore, has 
resigned the account of Middi- 
shade Co., Philadelphia manufac- 
turer of men’s suits 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all centers 
— GET OUR CITY ZONE FOLDER - 


HOSPITAL MANAGEMENT IS READ 


BY ALL DEPARTMENT HEADS HERE 


THE HARPER HOSPITAL 
DETROIT, MICHIGAN 


DR. E. DWIGHT BARNETT is Direc 
tor of the $7,000,000 Harper Hospi 
tal in Detroit, a 545-bed institution 
which handles some 24,000 admis 
sions and 3,000 births annually — 
with a personnel of 1,500. Founded 
in 1864, Harper is today a model 


of the complete modern institution. ae? ia a 


H. M. SERVES EXECUTIVES 
WHO INITIATE PURCHASES 


HOSPITAL MANAGEMENT provides 

an editorial department to meet 

the needs of every important hospital 

department. Indeed, our last study of 

inquiries for new product information 

showed 71 different les — demonstrating 
not only our phenomenal penetration 

but dramatically underscoring the need 

tor such penetration if the advertiser 1s to 

do an effective selling job 

Stimulated by editorial deparumentalization, 

and encouraged by hospital administrators, 

this readership-in-depth — multiplied 

by leadership in paid hospital circulation 

and coverage — makes HOSPITAL 

MANAGEMENT your most efficient 

selling tool in this mighty $3.5 billion 

market... A truth reflected in the fact 

that advertisers are giving HOSPITAI 

MANAGEMENT the largest revenue in its 

history, with more new accounts 

than ever before. 


@ ¢ 180) WRITE AY for your y of t Reader Penetration Survey 
tpelle Ad-Readerst Analysis; Hospital A tects Survey 
i and y:; Pharmaceutical Buying Study 


Management 200 EAST ILLINOIS STREET -* 


CHICAGO 11, ILLINOIS 
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Gruen Watch and Champion 
Paper Report Earnings 

Gruen Watch Co.'s net earn- 
ings for the fiscal year ended 
March 31 were $1,086,746, or $2.74 
per share of common capital stock, 
compared with $765,784 or $1.99 
per share the previous year. This 
represents an increase for the 
year of more than 40% in net 
profits, with sales amounting to 
the greatest in Gruen’s history. 
Champion Paper & Fibre Co., 


Hamilton, O., reported a net in- 
come for the fiscal year ended 
March 3: of $10,591,000, com- 


pared with $8,765,917 for the same 
period last year. This is equal to 
$9.20 per share for the year just 
ended, as against $7.55 per share 
for the preceding year. 


General Mills Replaces 
‘Armstrong of S. B. I.’ on ABC 


General Mills, Minneapolis, has 
dropped “Armstrong of the S. B. I,” 


now heard over ABC twice week- 
ly, in favor of two new 30-minute 
shows. “Mr. Mercury,” a mystery 
drama, has taken over the Tues- 
day spot, and “Silver Eagle,” an 
adventure series, the Thursday pe- 
riod. Knox Reeves Advertising is 
the agency. 


Levinson Joins Wil Roberts 
Arthur Levinson, formerly v. p. 

of Save-Way Stations, Philadel- 

phia, has joined Wil Roberts Ad- 


THIS IS “CHUCK” PENDRAY — (Another W-G Salesman) 


Charles C. “Chuck” Pendray left the General Motors Corporation to become a flier 
After the war Chuck attended college where he majored in Ad- 
vertising and Marketing and also served as circulation manager and sports writer 
Chuck, a Ward-Griffith trained man, joined our Detroit 
office in February 1948, specializing in automotive and other accounts. His delightful 
personality and persevering manner have made Chuck a good and effective salesman 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


in World War II 


on the college newspaper 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building 
Wrigley Building 
General Motors Building 
Statier Office Buliding 
22 Marietta Street 

215 Builders Building 
Russ Building 

Lincoln Liberty Building 


GET OUR CITY 


Plaza 45-7028 NEW YORK 
Superior 7-2485 CHICAGO 
Trinity 3-6365 DETROIT 


Liberty 2-5669 . 
Walnut 1231 ATLANTA 


5-8020 “HARLOTTE 
Yukon 2-6028 SAN #RANCISCO 
Locust 7-4279 PHILADELPHIA 


BOSTON 


TABLE TALK—Collier’s first annual advertising convention attracted 60 company 

executives to Shownee-on-Delaware, Pa., including this trio (left to right): Albert E. 

Winger, board chairman, Crowell-Collier Publishing Co.; Edward Anthony, publish- 
er of Collier's, and Clarence E. Stouch, Crowell-Collier president 


Advertising Age, 


vertising there 
capacity. 


ZONE FOLDER 


in an executive New Vitamin ‘Candy’ 


ee 


ee ee 


The 


In Texas, Brahman bulls brought from India 
were crossed with Herefords. The crossbreeds grow 


fast and large in hot areas, are resistant to ticks 


and disease, may swell beef production both in the 
South and North. 
More recently, the prehistoric-looking woolly 


Highland cattle 


were imported from Scotland, and 


crossbred. The result is a cold weather steer that can 


live outdoors on little forage all winter long, and 


produces high grade beef. 


The smart grower ts not content with the old 


standard breeds, seeks new cross combinations, 


more efficient animals, with better adaptability, 


maximum gain, best converters of grain or pasture 


... to manufacture more steak, at lower costs. 


Farming is manufacturing... applying the 


advances in biology and agronomy to 
the practical problems of production . . . 
increases output by latest techniques and 
methods, develops new types, sturdier 
varieties, better breeds. 


The manufacturer's wife is equally 


alert to progress in better living...steps up standards, 


big ! beef! 


uses the major electric appliances to conserve labor, 
gain leisure... keeps pace with modern home design 


and decoration, furniture and furnishings. 


Open opportunity for manufacturers wanting 
new high sales, the best of the national market. . . is 
found among the nation’s best farmers, the best class 
market in the nation. 

Advertising in general media misses much of the 
choicest market, needs SUCCESSFUL FARMING’s deep 
penetration and high readership, its impact and 
influence based on nearly a half century of service. 

SUCCESSFUL FARMING has 1,200,000 circulation 
...concentrates more than a million in the fifteen 
agricultural Heart states with the best brains, best 
farming techniques, best soil, largest investment in 
buildings, machinery, livestock and crops, largest 


yields and incomes—easily 50°, greater for the 
average subscriber than for the average U.S. farmer. 
You're not getting the full national sales without 


this market and medium. 


MEREDITH PUBLISHING 6 
Company, Des Moines, 
New York, Chicago, 
Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles, 


Gets Ethical Test 
in Los Angeles Area 


Los ANGELES, July 5—A new 
vitamin product, Candavite, avail- 
able in “four delicious, assorted 
flavors,” orange, lemon, grape and 
cherry, is being tested in the Los 
Angeles area by Jackson-Mitchell 
Pharmaceuticals here 

Introduction of the candy-like 
product being handled in the 
manner of an ethical pharmaceuti- 
cal. No consumer advertising 
being used, and doctors and drug- 
gists are being contacted by per- 
sonal visits and direct mail. An 
introductory ad to the trade was 
carried in the West Coast Druggist. 

Plans for national distribution, 
following completion of the tests, 
include a heavy sampling cam- 
paign, to be expedited through a 
display unit holding eight bottles 
of Candavite. The unit wil) have 
a tray offering samples of individ- 
ually wrapped pieces. Medical 
journals also will be used. 

The’ product’s current 
theme is “Vitamins in delicious 
candy form—for the great Small 
Fry Market that will not take 
drops and cannot take capsules.” 

The Caples Co. here is the Jack- 
son-Mitchell agency 


Is 


Is 


sales 


Bellows & Co. Appoints B&B; 
Names Brune Ad Supervisor 

Bellows & Co., New York, sub- 
sidiary of National Distillers Prod- 
ucts Corp., has named Benton & 
Bowles as agency for all its prod- 
ucts. Albert Frank-Guenther Law 
is the previous agency 

William H. N. Brune, formerly 
v.p. of Visual Methods Co., has 
been appointed sales promotion 
manager of Bellows. He _ will 
supervise general advertising. 


Florists Expand Campaign, 
Using 311 Newspapers 
Florists’ Telegraph Delivery 
Assn. this month starts a year-long 
campaign using 311 newspapers in 
187 markets. Each paper will carry 
12 to 24 insertions, and ads will be 
84 and 300 lines. 
The FTD started its newspaper 
advertising in October, 1950, with 
224 papers in 144 markets. Grant 
Advertising, New York, is the 
agency. 


BUSINESS PUBLICATION 
AVAILABLE 


Established business magazine, serving 
large and important field, is available for 
purchase. Owner has other interests de- 
manding his time. 


Publication is ABC, carries substantial 
volume of business, has well-organized 
editorial, sales, circulation set-up. 


Inquiries from responsible publishers are 
invited. 
Address Box 7906, Advertising Age 


200 E. IIlinois St., Chicago 11 


Iinois 


% a ae, a , are » Pie - ¢ aa ls oes, | a ae me So a Lee | eae ae ivy. FE a ae oe a A Sete“ ee é ¢ a a me a, 2° 2 i Ven” oe hee Se? 
Fag Ra ar I ee eR nl ad Dt ere ee - ee a i aa 7 a a Aine ie 
] a ly 9, 1951 
% “ ent weet A ia : 
jean at ee ay ~Z : see eek 
2 eo |S On ne a 
: Me ee fag y aan , a ; 
: f oo ae oes ‘ Os ihe 4 6 
By bs Bid a es bas 4 ~~ =m (i = } i 
ae - aad eo ie \ ' f 
4 = vs aergee : * * 
. : y a “a ; 
f } wt ae } { : 
Bide . = au 
PO : F s > ¥ his ef ‘ . : 
‘ ; ¥ y S Se Ce , | 
vs ad —_— ~~ f° 
‘ q ns ek > a . 
“i PR ] : i ; 
? Fs ze ey RE ~~ ‘- pen" > OW 
A Be. eee NSS : ‘ . af, Pak. a ’ : 
Brgerh - > See " : * ; 
o aa, os . + = , = . : - i : 
Jan ia _ 2 | ws ‘ 
a ; ead ae =~ se ; f . | 
‘ - . , a ts _ rs : ‘ ee ee 
: : ea — 3 oe we —< ” . fi } 
Y ‘ i . P ~ . J : 
. . ~ i J ; 
; 4 i 
5 sa a fl po , 
; a ———————————————————————————————— ae = : 
A ; * f ‘ ’ . ' = 
we - Fe 
eS p " : 
a. : Ns j 
* i by 
* r F cA eee : i : j 
s vas a 
fa * ees. hs te. j 
L | a ee be ee 
+4 Y. : Be : 
7% A ‘ ‘ fe ee (fay #4 yh 
i b . rare. — ae en Som Se eae { 
a ; ‘ == mag  ————_ —" (eae s. oe \ 
= : ; Be ‘ie "S nee a et Bi, : "| } ft, cree : ‘ 
4 : — UC ; Ri acm eS BS ee > 
/ = “i ae a | Rea eee | ea ae wees 5 
Sa 4 ae | nt SISter een ye et) Taos —_ a | . 
 \ Aes mei. i. Se ae oat ec Mag eet: Ba tie nex \ } 
ae / f  Speeig ee eo ae alee aes tee, | 
on : & Sees TSS Ca ae SS pel ee 4 . 
f b ase - Re i. tb 6s CBee bx . eres Pea ae { 
-, : Core i Pag AS ao | a ae 
Z mA y Be We cae Re ae é dee os é ‘ 
% é fh 2 es Bee etl re Bec he SET "Re | ar = : 
a oe ees Se ec = Rie j ce. "tad ; 
“3 ; a hae ea Re es foe it —- i 
ss ‘ i lie wl ae J: AS Ba) eae” Si eet = ea, ae pe oe i eee ' 
og ‘ Sa ; ch | te Pi Sea ge eR 2 : oe Geet 7. — i Ss 
eB é . Ris ee Aeon ed es 
ta ; ” we - ees * i a eee $ 
ai. - . pa . . mee $2 - ¥ .t yy Pe tei re: 
| % € "i i 
ae ¥: \ * jl e ; 
es eg ; “ , ; : a. : _ 
me = a ie 5 i og . : _" * <a he : . y : 
et : a gd an x ‘ 4 ' 4 a ea” - Saree 3 z 
of ce 4s oa aoa] pot * SF 4 Paes "ys 2 oe . 
- : 4 ee fF ‘ 4 5 aay ~ ; if eA 
ee i ee } ¢ a + 2 ‘ % Me F as 
i sie 7 a’ 3 . ‘ ‘ ‘te 
H -_ ? f * . . : 
be a er ; os yd ‘- 7 : 
‘ t ye 4 * 4 ert ee oe a ae Bad dpe : 
, po F 
a Bd Po 
os | 
a | 
re 
ey Mt Pe 
‘ - =" . 
Seal , 7 ' 
. T : ‘elt : 
ah, DO 
oc Lip 7s : 
sab 
i o> 
x rf 5 . ee 
: ee 
Se “ Ms 


“Indicates first listing in this column 
7-1 


uly International Advertising 
Conference, London, England 
Sept. 5-8. National Assn. of Photo- 


Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo 

Sept. 17-18. Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 


tennial Exposition, Hotel Astor, New 
York 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 


cialty Fair, Palmer House 

Sept. 24-26 
lishers Assn., 
Springs, Ark 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Sept 28-29. Continental 
Agency Network, 19th 
Philadelphia 


Chicago 
Southern Newspaper Pub- 
Arlington Hotel, Hot 


Advertising 
annual meeting 


Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn.. annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston 

Oct. 15-16. Inland Daily Press Assn 
67th annual meeting, Congress Hotel, 
Chicago 

Oct, 17-19 Direct Mail Advertising 
Assn., 34th annual conference Schroeder 
Hotel, Milwaukee 


Oct 
Assn., 


22-23 Agricultural 
annual meeting, Chicago 


Publishers 


Oct. 23-26. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Oct. 25-26. Audit Bureau of Circulations, 


annual meeting. Congress Hotel, Chicago 


*Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg. Va 

Nov. 12-15. Financial Public Relations 
Assn annual convention Hollywood 
Beach Hotel, Hollywood, Fla 

Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago 

Nov. 20. Controlled Circulation Audit 
annual meeting, Drake Hotel, Chicago 

Dec. 27-29. American Marketing Assn 
winter conference, Hotel Kenmore, Bos- 
ton 


Canadian Federation Elects 

N. Roy Perry of Maclean-Hun- 
ter Publishing Co., Toronto, has 
been reelected president of the 
Canadian Advertising and Sales 
Federation. Other officers elected 
are: Regional vice-presidents— 
Graeme Fraser, Crawley Films, 
Ottawa; Cecilia E. Long, Ron- 
alds Advertising Agency, Toronto; 
Lockhart Johnston, Remington 
Rand, Hamilton; Harvey R. Lem- 
mon, Bulman Bros., Winnipeg. 
and Earl Hale, Weston Bakeries 
Ltd., Montreal. Roy W. Hofstetter 
of Station CKWS, Kingston, has 
been elected treasurer. 


Hiram Walker Names Two 
Lawrence E. Crane, district 
manager of northern California 
for Hiram Walker Inc., has been 
named division manager of sales 
of the company’s products in Tex- 
as, Louisiana, New Mexico, Arkan- 
sas and Colorado. Arthur H. Nel- 
son, formerly Hiram Walker sales 


representative in San Francisco, 
has been named to succeed Mr. 
Crane 


Now Harshe-Rotman Inc. 
Harshe-Rotman Inc. has been 
adopted as the new name of the 
Chicago and New York public re- 
lations concern formerly known as 
Wm. R. Harshe Associates. Ac- 
cording to the company’s presi- 
dent, Morris B. Rotman, the new 
name does not imply any organiza- 
tional changes in the company. 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A Virginia Key 
City Reached Through 
THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income 
$66,994,000. 
Quality of market index 113. 
City zone population 47,241. 
Lynchburg cannot be sold from 
the outside. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in oll advertising centers 
— GET OUR CITY ZONE FOLDER — 


oe Ste 


Elects Ben Wright V.P. 


Ben Wright, formerly director of 
public relations of American Air- 
lines, has been elected v.p. of 
the Field & Stream division of 
Henry Holt & Co. New York. 
Field & Stream was recently 
merged with the publishing com- 
pany. Mr. Wright joined the mag- 
azine early this year. 


Judge Joins Radio Sales 

Tom W. Judge, formerly on the 
sales staff of Station WBZ, Bos- 
ton, has been named an account 
executive on the TV sales staff 
of Radio Sales, radio-TV station 
representative division 
New York. 


of CBS,} 


Anemostat Names Hayes A. M. | 


Robert F. Hayes, formerly as- 
sistant advertising manager, has 
been promoted to advertising man- 
ager of Anemostat Corp. of Ameri- 
ca, New York, air diffuser manu- 
facturer. 


To Handle Ambassador Hotels 


Hotels Ambassador East and 


West, Chicago, have appointed W. affiliate, 


BUSINESS PAPER PANEL—This panel group discussed “Facts About Business Poper 
Readership” at a meeting for industrial advertisers in Southern California, under 


sponsorship of the Western Trade Editors. Left to right: Glover B. Hendrickson, 

editor, Western Plumbing and Heating Journal; Clarence G. Davenport, vice-presi 

dent, McCarty Co.; Fred T. Russell, advertising manager and technical editor, 

Western Motor Transport; William J. Bowen, assistant publisher, Osherenko Fashion 
Publications. 


Ear! Bothwell Inc. and its recent all 


Hamilton Advertising 


Agency, Chicago, handle 


advertising. 


to 


47 


‘Traveler’ Plans N. Y. Edition 


A New York edition of The 
Traveler, annual guest relations 
magazine now distributed in 18 


Philadelphia and Washington ho- 
tels, will make its bow in the fall 
The new edition will be distributed 
in 17 New York hotels, in a total 
of 20,441 rooms with an average 
annual occupancy of 4,750,000 per- 
A b&w page will cost $3,038 
Advertising rates for the Philadel- 
phia and Washington editions are 
now being revised 


sons 


NEW BERN 
NORTH CAROLINA 


A Self ¢ lsolated Market 
teached Through The 


NEW BERN SUN-JOURNAL 
We will help you merchandise your 
campaign in the Sun-Journal to 
reach the $19,249,000 effective buy- 
ng income of New Bern. Test your 
campaign in the New Bern market. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 

N a 


led by 


ontlained 


WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 
in all principol centers 

~ GET OUR CITY ZONE FOLDER — 


QUICK AND EASY 


... but no assurance 
that the P.O.P. piece 
will be USED! 


KLEENSTIR 


makes ANY place an ADVERTISING ssace/ 


Costly artwork, fine plates and printing are all wasted if your 
Point-of-Purchase pieces aren’t used! KLEEN-STIK is the vital 
last step that makes the difference between /ose and use. . . safe- 


guards your entire display investment. 


KLEEN-STIK gets P.O.P. materials up and keeps them up—on 
the job, working for you. Wins instant dealer acceptance and dis- 
play . . . saves time for your field men. Specify KLEEN-STIK and 


insure your displays against throwaway. Plan 
to use KLEEN-STIK on your window 
streamers, interior displays, folder 
holders, shelf strips and die-cut pieces 
to assure preferred Point-of-Purchase 
advertising locations. 


*Moistureless, self-sticking adhesi 
Available through your regular printer 
or lithographer. 


IT 
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FREE KLE 
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Owens-Illinois 
Survey Portrays 
U. S. Homemaker 


To.epo, July 3—More than 
98% of America’s housewives use 
some type of prepared quick mix, 
according to a survey conducted by 
Home Makers Guild of America for 


PATERSON 


NEW JERSEY 
Srd City In New Jersey Covered W 

E PATERSON CALL. 
in 1949 the Morning Call carried 
more than 7,000,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 

Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in all principal advertising centers . 
— GET OUR CITY ZONE FOLDER — 


Owens-Illinois Glass Co. However, 


there is some evidence to suggest 
that mixes may be declining in 
popularity among 20% to 40% of 
the women who use them. 
Findings in the report, published 
by Owens-Illinois, are based on 
completed questionnaires returned 
to the guild by 955 housewife “con- 


sultants.” A total of 1,000 were 
queried. 
Only 1.5% of the respondents 


said that they do not use any pre- 
pared quick mix and only 2% said 
that they have not used any of the 
prepared instant foods. However, 
the popularity of the various types 
of mixes varies considerably. 


es Batter mixes are used by 19%; 
biscuit mix by 61%; bread mix 
(stuffing) by 9% 
mixes by 88°; fudge mix by 35%; 
ginger bread mix by 68%; icing 
mix by 30%; muffin mix by 33%; 
pancake and waffle mixes by 79%; 


pie crust mix by 57%, and roll 
mixes by 51% 
Of those housewives who re- 


ported using the above types of 


What's up at 


Gah ? 


Everything! 


(EXCEPT RATES!) 


LISTENERSHIP — 


Highest ratings* in the station's his- 


tory, day and night (TV notwithstanding). 


RETURNS —14 different sponsors using WCFL exclu- 
sively report steadily increasing effectiveness. 


Other advertisers are defying the 
slump” and staying on as never before. 


“summer 


~~ A loan company says, “ We're doubling 


s~ ONLY WCFL!” 


A used car dealer says, 

=) ing is keyed to direct results—and we're 
buying a second (additional) 15-min- 
ute strip over WCFL.” 


the board. 


ever before. 


ae | 
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our time purchases, and we're using 


“Our advertis- 


A TV dealer adds a second strip across 


BUSINESS — More local avd more national adver- 
tisers are now represented on WCFL than 


“An audience estimated ot well over ONE MILLION 
heord o recent White Sox night game ogoinst the 
St Lovis Browns! 


50,000 WATTS —1000 ON YOUR DIAL 


~ WCFL 


An ABC Affiliate 


y | 666 LAKE SHORE DRIVE + CHICAGO, ILL. 
| i Represented by the Bolling Company inc 


; cake or cookie | 


mixes, from one-half to two-thirds 
said that they use about the same 
amount this year as they did in 
1950. However, of the remaining 
one-third to one-half, a larger pro- 
portion said that they were using 
less of the mix this year than said 
they were using more of the mix 
this year, compared with 1950. 

There were two exceptions: Of 
the users of cake and cookie mixes, 
47% are using the same amount 
this year as last year, 23% are us- 
ing less and 30% are using more. 
Of the users of pancake and waffle 
mixes, 64% said they are using the 
same amount as last year, 15% 
said less and 21% more, compared 
with 1950 consumption. 


e@ The study covers a wide variety 
of subjects, ranging from cantiee~l 
ment outside the home, through 
appliance ownership, laundry tech- 
niques and meal planning, to home 
canning and freezing procedures. | 

Almost every homemaker (95% ) | 
who participated in the study said 
that her family is trying to econo- 
mize in some way under present) 
conditions. Most popular methods 
of economizing (with the percent- | 
ages who said they are trying 
them) are: Food purchases, 82%; 
clothing purchases, 73%; house- 
hold product purchases, 61% ; cur- | 
tailed out-of-home entertainment, 
45%; fewer social activities, 34%; 
reducing laundering costs, 26%, 
and curtailing in-home entertain- 
ment, 22%. 


e Among those who are cutting 
corners on the food budget, 75% 
purchase certain foods less fre- 
quently; 68% buy larger, more} 
economical sizes; 38% purchase a| 
less costly brand; 33% substitute | 
a type of food and 10% try to save | 
through buying smaller size con- | 
tainers. A total of 49% said that 
there is some type of food store 
item which they have stopped) 
purchasing, because of increased | 
costs. | 

Today's housewife, as portrayed | 
by the report, is conscious of the! 
advantages of meal planning. More 
than half (52%) plan meals one) 
day in advance. Another 20% plan | 
just for the next meal. But 27% | 
plan an entire week in advance and | 
1% plans two weeks in advance. 


e@ The planners expressed a def- | 
inite interest in the menus for 
complete meals which appear in| 
magazine and newspaper ads and} 
editorial material. Only 24% said 
that they had never planned a meal 
from menus suggested by these 
sources. About one-quarter fre- 


quently plan meals from such} 
menus and about half said that 
they do so occasionally. 

About three-quarters of the} 
housewives who prepare meals | 
from menus consistently depart} | 
from the menus in some way, thus | 


suggesting that menus might prof- | 
itably mention substitute items for 
the main dishes. | 
The guild asked its housewife 
“consultants” which features in| 
publications they find most inter- | 
esting, with the following result: 
Budget recipes, 62%; information 
on preparing balanced meals, 51%; 
using foods to best advantages, 
49%; recipes for special dishes, 
48%; complete meal suggestions, 
30%; pre-season information on 
fresh foods, 25%, and recipes for 
individual types of food, 22% . 


e Mechanical refrigerators are |o- 
cated in 93% of the 955 homes. 
Other appliances, and the percent- 
age of homes reporting ownership 


of them are: Vacuum cleaner, 85%; 
electric mixer, 68°; washing ma- 
chine, 63%; gas cooking range, 
59%; electric range, 33%; auto- 
matic washer, 29%; electric roast- 
er, 17%; home freezer, 17%; iron- 
er, 16%; deep fat fryer, 7% ; auto- 


matic dryer, 5%, and electric dish- 
washer, 4% 
A total of 91% of the house- 


wives who said they had purchased 


CURRENT HOMES CURRENT 

RANK PROGRAMS (000) RATING 

EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,263) (5.4) 
1 Lux Radio Theater (CBS) 5.447 13.0 L 

2 Jack Berny Show (CBS, Lucky Strike) 4.777 114 

3 My Friend Irma (CBS, Lever Bros.) 4.316 10.3 

4 Gharlie McCarthy Show (CBS, Coca-Cola) 4.190 10.0 

5 Godfrey's Talent Scouts (CBS, Lever-Lipton) 4,023 96 

6 Gene Autry (CBS, Wrigley) 3.855 9.2 

7 Mr. Keen (CBS, Whitehall) 3.687 8.8 

8 Walter Winchell (ABC, Richard Hudnut) 3.646 8.7 

9 Gangbusters (CBS. General Foods) 3.646 8.7 

10 Mr. Chameleon (CBS, Sterling) 3,562 8.5 

| EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 1,425) (3.4) 

1 Beulah (CBS, P&G) ...... 2.598 6.2 

2 Lone Ranger (ABC, General Mills) 2.472 5.9 

3 Club 15 (CBS, Campbell) ‘ 2.388 5.7 

WEEKDAY (AVERAGE FOR ALL PROGRAMS) 1,928) (4.6) 

1 Romance of Helen Trent (CBS. Whitehall) 3.646 8.7 

2 Our Gal, Sunday (CBS. Whitehall) 3.478 8.3 

3 Ma Perkins (CBS, P&G) 3.436 8.2 

4 Big Sister (CBS, P&G) 3.268 78 

5 Wendy Warren (CBS, General Foods) 3.017 7.2 

5 Arthur Godfrey (CBS. Liggett & Myers) 2.975 71 

7 Rosemary (CBS. P&G) 2.891 6.9 

& Aunt Jenny (CBS. Lever Bros.) 2.849 68 

9 Guiding Light (CBS. P&G) 2.724 6.5 

10 Pepper Young's Family (NBC. P&G) 2.724 6.5 

DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS 754 1.8) 

1 Martin Kane, Private Eye (MBS. U. S. Tobacco) 1,383 3.3 

2 True Detective Mysteries (MBS. Williamson) 1.383 3.3 

3 Symphonette (CBS, Longines-Wittnauer) 1.173 2.8 

DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS 1,886 45 

1 Grand Central Station (CBS, Pillsbury) 3.310 7.9 

2 Armstrong Theater (CBS) 3.268 7.8 

3 Stars Over Hollywood (CBS. Armour) 2.808 7 
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National Nielsen-Ratings of Top Radio Shows 
Week of May 20-26, 1951 
All figures copyright by A. C. Nielsen Co. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ended June 9, 1951 
All tigures copyright by A. C. Nielsen Co. 


Total Homes Reached Program Popularity* 
Homes Homes 
Rank Programs (000) Rank Program (%) 
1 Texaco Star Theater (NBC) 5.728 1 Texaco Star Theater (NBC) 46.2 
2 Philco TV Playhouse (NBC) 5.042 2 Philco TV Playhouse (NBC) 42.3 
3 Pabst Blue Ribbon Bouts (CBS) 4.890 3 Colgate Comedy Hour (NBC) 42.3 
4 Colgate Comedy Hour (NBC) 4,490 4 Pabst Biue Ribbon Bouts (CBS) 417 
5 Martin Kane (NBC. U. S. S Fireside Theater (NBC. P&G) 40.9 
Tobacco) 4.418 6 Arthur Godfrey's Scouts (CBS 
6 Fireside Theater (NBC. P&G) 4,356 Lever Bros.) 37.4 
7 Your Show of Shows (NBC. 7 Gillette Cavalcade (NBC) 37.2 
Swift) 4.102 8 Martin Kane (NBC. U. S 
8 Your of Shows (NBC Tobacco) 36.4 
Participating) 4.062 9 Your Show of Shows (NBC 
9 Arthur Godfrey & Friends (CBS Participating) 36.1 
Liggett & Myers) 3.857 10 Alan Young Show (C3S. Esso) 35.5 
10 Studio One (CBS, \Vestinghouse) 3,855 
*Per cent of homes reached in areas where program was telecast 
. . 
Videodex Network TV Ratings 
Week of June 1-7, 1951 
Copyright by Jay & Graham Research Inc. 
Program Popularity? Total Homes Reached 
Rank ‘ogram (%) Rank Program (000) 
1 = Texaco Star Theater (NBC. 60°) 52.6 1 Texaco Star Theater (NBC. 60°) 6.447 
2 Comedy Hour (NBC. Colgate. 58*) 43.1 2 Comedy Hour (NBC. Colgate. 58°) . 5.161 
3 Talent Scouts (NBC. Lipton Tea. 24*) 39.9 3 Your Show of Shows (NBC. Partici- 
4 Your Show of Shows (NBC. Partici pating. 61*) 4.532 
pating. 61*) 36.5 4 Fireside Theater (NBC. P&G. 53*) 4.148 
S Fireside Theater (NBC. P&G. 53") 35.4 5 You Bet Your Life (NBC. DeSoto-Ply 
6 You Bet Your Life (NBC. DeSoto-Ply- mouth. 50*) 4.020 
mouth. 59*) 33.1 6  Philco TV Playhouse (NBC. 56*) 3.916 
7 ~=Philco TV Playhouse (NBC. 56*) 32.8 7 — Kane (NBC. U.S. Tobacco 
8 Martin Kane (NBC, U.S. Tobacco 60° 3,894 
60*) 32.0 8 Stusi One (CBS. Westinghouse 
9 Studio One (CBS. Westinghouse. 49°) 31.9 3,686 
10 Wayne King Show (NBC. Standard 9 


Tater Scouts (CBS. Lipton Tea 
Oi, 10*) 31.9 22 


~ 
o 


Codtrey & Friends (CBS. Chesterfield. 
49") 3 


+Per cent of TV homes reached in those cities where the program was telecast 
“Number of cities in which program was telecast 


Hooper TV Ratings 
June 1-14, 1951 


Twelve Cities in New York and Ohio 


Texaco Star Theater (NBC) 44.5 Kraft Theater (NBC) 26.6 
Fireside Theater (P&G. NBC) 35.4 Godfrey & Friends (Chesterfield. Tom 
Comedy Hour—Martin & Lewis (Colgate Pillsbury. CBS) 26.4 
NBC) 33.8 Pabst Bouts (CBS) 26.0 
Godfrey's Talent Scouts (Lipton. CBS) 33.6 Wit Parade (Lucky Strike, NBC) 25.6 
Mama (Maxwell House. CBS) 27.5 Circle Theater (Armstrong. NBC) 25.4 
Philco Playhouse (NBC) 27.2 Comedy HWour—Jackie Gleason (Colgate 
Studio One (Westinghouse. CBS) 27.1 NBC) 25.3 
Original Amateur Hour (Old Gold, NBC) 26.6 Show Of Shows (Several sponsors. NBC) 24.8 
Martin Kane (U. S. Tobacco. NBC) 24.8 


appliances between July 1, 1950 PEORIA 
and April 1, 1951 (when the study 
was made), reported them as nor- ILLINOIS 
P . chac: Buying Center For The Rich 13 County 
mally timed purchases PEORIArea Market Blanketed With 


Copies of the report are avail- THE PEORIA JOURNAL STAR 
able from the consumer and mar- 1. First metropolitan market in 
ket research division of Owens- Illinois (except Chicago). 
Illinois. 2. Metropolitan pop. 250,000. 


3. “Best TEST newspaper in U.S.” 
4. Per capita income—51% above 

Iowa Broadcasters Assn. Born Nat'l Ave. 
lowa Broadcasters Assn. has re- SEND FOR ‘PEORIAREA Facts ron riety” FOLDER 


nf amet 
cently been formed in Des Moines 


by 19 radio stations. William WARD-GRIFFITH co. 
Quarton, of Station WMT, Cedar The Ward-Griffith Co. maintains offices 
Rapids, has been named tempo- in all principal centers 


: Seating © 
rary chairman of the group. ~ GET OUR CITY ZONE FOLDER — 
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Along the Media Path 


e@ “Welcome to Home Town Amer- 
ica” is the title of a new market 
research booklet issued by the 
Mutual Broadcasting System. 
Based on findings from more than 
500,000 interviews, the book an- 
alyzes listening habits and sales 
potentials in that “full quarter of 
the U. S. served from within by 
only one radio network.” 


e Jenkins Publications Inc., Los 
Angeles, is sending out reprints of 
its “1951 Annual Report, Gas Con- 
struction Projects” article in the 
May issue of Gas. The report re- 
flects the tremendous growth that 
is occurring in the gas utility in- 
dustry and illustrates the size of 
that particular market. 


e@ Look has started showing ad- 
vertisers and agencies a new 
Kodachrome slide presentation on 
its men’s wear coverage. Titled 
“Your Greatest Men's Wear Value,” 
the presentation measures Look as 
one would measure men’s wear it- 
self—by fabric, by fit and by val- 
ue. 


e@ Latest readership survey of 
American Magazine families shows 
that the book’s readers include a 
high concentration of automobile 
owners, with 79% of the families 
owning cars. The study was con- 
ducted for Crowell-Collier Pub- 
lishing Co.’s research department 
by Stewart, Dougall & Associates, 
and covered seven monthlies in 
the general field. 


e@ In the interest of more effective 
business paper advertising, Mc- 
Graw-Hill Publishing Co. has pre- 
pared a folder collection of graphic 
examples of business paper adver- 
tising at work. The included charts 
and graphs illustrate that business 
paper advertising planned for and 
used “over the long pull” plays 
an important part in the making 
of successful sales, and in the 
maintenance of a profitable mar- 
ket position. 


e Electronics’ annual 13th issue, 
Electronics Buyers’ Guide, closed 
this year with the biggest issue 
since its inception as a 13th issue 
in 1946, with display advertisers 
totaling 465, 33% ahead of last 
year, and display advertising pages 
totaling 405, 49% above last year. 


e “Thirty for 1¢” is the title of 
the Toronto Telegram’s new pres- 
entation highlighting the fact that 
it is the first newspaper in Canada 
to offer advertisers the Starch 
readership service. 


e Columbia Broadcasting System 
has begun a series of full-page 
b&w ads in Chicago and New York 
newspapers intending to show that 
radio is still alive and kicking. 
Business papers will also get the 
copy later. 

e Top execs of Station KNBH 
have just completed a whirlwind 
round of major eastern cities to 
show their new color movie on the 


Los Angeles market. The movie, 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Bianketed By The 
PORT HURON TIMES HERALD 
1. Port Huron is one of Michigan's 
Key Cities over 58,000 pop. 
2. Buying center for the Thumb 
and River District. 
8. Diversified Industry & Farming. 
SEND FOR OUR PORT HURON MARKET FOLDER 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all advertising centers 
— GET OUR CITY ZONE FOLDER — 


irrepressibly Californian and pro- 
duced with finesse and showman- 
ship, is titled, “The Gold Rush Is 
Still On.” Prints of the 15-minute 
film, completed in 27 days at a 
cost of $6,000, have been placed 
in New York, Cleveland and other 
markets for viewing by agency 
men and advertisers. 


e Latest promotion piece devel- 
oped by Station KSTP, Minne- 
apolis, carries the attention-getting 
title, “Is Your Minute Spot Thrown 
in or Showcased?” The station de- 
votes a four-page folder to the 
question. 


e@ The Dayton Journal Herald and 
News have packed facts, figures, 
and charts into an elaborate bro- 
chure on the market titled, “One 
of America’s Great Industrial 
Markets.” 


HAIL GRANDMOTHERS—Station KCOH, 
Houston, brought Mrs. Dorothea Sullivan, 
head of the nation’s grandmother clubs, 
to Houston to help organize a local chap- 
ter. With Mrs. Sullivan ore Jameson 
Brinkmeyer (left), emcee on the station's 
audience participation show, and Robert 
Meeker, president of KCOH 


@ Mal Hansen, farm director of 
Station WOW, Omaha, made the 
initial announcement of the sta- 
tion’s 1951 East Coast farm study 
tour June 5, on his 6:30-7 a.m. 
show. He repeated the announce- 
ment six days in a row. By the 
end of the week, he had received 


125 reservations, each accompanied 
by a $50 deposit. Cost of the tour, 
incidentally, will be more than 
$500 per person. Because of the 
response, Mal is dusting off plans 
for an around-South America air 
tour for 1952. 


e General Outdoor Advertising’s 
new 20-minute color movie on out- 
door advertising explains the me- 
dium in terms of a single day in 
the lives of Americans. The film 
titled “Big as All Outdoors,” shows 
how the movements of people form | 
regular traffic patterns which may 
be measured and evaluated, and| 
explains the methods by which 
such evaluations are made. 

Sarra Inc. produced the film, un- 
der the supervision of McCann- 
Erickson, GOA's agency, and Burr 
L. Robbins and Car! Henke, execu- 
tive v.p. and general sales man- 
ager, respectively, of General Out- 
door. 


e@ Edward May, globe-trotting 
president of Station KMA, Shen- 
andoah, Ia., will act as guide and 


49 


tour leader on an 18-day Mexican 
excursion beginning Sept. 4. Last 
fall, Mr. May escorted a group of 
75 midwesterners on a tour of 
Alaska, Canada and the Pacific 
Northwest. 


e Looking for radio case histories? 
Station KDKA, Pittsburgh, has put 
six of them together in a booklet 
titled, “Six Case Histories from the 
Files of One of America’s Greatest 
Salesmen.” 


PORTSMOUTH 


VIRGINIA 
A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 
| Per family buying power $4,046 
Effective buying income $90,220,000 
City circulation coverage 112% 
An ideal test market. 

WE WILL COOPERATE—ASK FOR INFORMATION 


Represented by 


Nationally 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


COMING sunpay, sepremser 16 


COLORGRAWWH 


The SEATTLE TIMES 
proudly joins these im- 


portant newspapers in 
the Metro Group publish- 


ing Sunday colorgravure 


sections: 


da Ci 1 


i than 14,000,000 


- the 8 out of 10 people in Seattle 
whe read The Times. a 


PICTORIAL 
SECTION 


y 


Advertisements in full coler or monotone | available 


_ Francisco or Los Angeles for 


- in the Pacific Northwest's first colorgravure section. 
_—lecally edited in Seattle. Telephone Metropolitan Sun- 
_ day Newspapers, Inc, New York, Chicago, Detroit, San a 


Represented by O'MARA & ORMSBEE + New York + Detroit + Chicage + Los Angeles + Sen Francisco 
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To the Editor: The 


Unpleasant 


QUINCY 


MASSACHUSETTS 


Fourth (4th) Market In Massachusetts 
Covered By T 


y The 
QUINCY PATRIOT-LEDGER 
$109,695,000 Effective buying 
imcome 

$85,616,000 Retail Sales 
Quality of market index 104 
Advertise and sell in Quincy 

ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


Nationally Represented 


WARD-GRIFFITH CO. 
Ward-Griffith Co. maintains offices 


i principal advertising centers 
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prompts me to suggest a new ther- 
apeutic definition for ACTH— 
“After Chesterfield Try Hadacol.” 
Although medically unproved, 
maybe this is one way to eliminate 
unpleasant after-taste. 

As a long-time researcher in the 
field who has written a number of 
articles on the effect of cigaret 
smoking on the upper respiratory 
tract, I am convinced much con- 
temporary cigaret advertising isn't 
worth a smoker's puff, medically 
speaking or advertising-wise 

The fault apparently lies not 
with advertising copywriters. Give 
them medical facts that hold up 
and they will, I am certain, come 
up with sound, if not brilliant, cre- 
advertising copy. For some 
reason unknown to me, cigaret 
companies today seem unable to 
supply data resting on terra firma 


ative 


More 


| Production 


AGRICULTURE'S sights are being raised. In 
1951 the United States Department of Agriculture 


is asking for: 


90 million acres of corn 


43 million acres of oats 


28 million acres of cotton 


21 million acres of wheat 


13 million acres of soybeans 


Increased production of all types 
of livestock and poultry. 


And yet, 5,500,000 farmers are troubled with price 
controls, social security regulations, competitive 
labor problems, and many other “headaches.” 


However, as usual, 22,000 skilled technicians— 


VO-AG TEACHERS, 


COUNTY AGENTS, 


SOIL CONSERVATIONISTS, AND EXTEN- 
SION LEADERS — will provide the “aspirin” 


for many of the farmers’ headaches. 


Through the advice, recommendations, and in- 
fluence of these farm leaders, the U.S.D.A. will 
achieve its production goal. 


You can achieve your sales goal, too, through 
these same farm leaders. Of course, they need to 
know about your products before making their 
product recommendations to the farmers they serve. 


Discuss your products with these key farm 
leaders through their BUSINESS magazine, Better 


Farming Methods. 


22,000 CCA Circulation 


Business Magazine for leaders 
Who TRAIN and ADVISE farmers 


This department is a reader’s forum. Letters are welcome. 


Urges Medical Facts, Good 
Writer to Help Cigaret Ads 
Creative 
Man’s comment (AA, June 18) on 
Chesterfield’s current cigaret claim, 
After-Taste,” 


Yet I am convinced that if a 
topnotch copywriter were able to 
spend some time with an alert re- 
searcher in the medical] field, he 
could be supplied evidence to 
make his eyes pop literally. 

Noau D. Fasricant, M.D., 
Chicago. 


Cowles’ Newspaper Monopoly 
Ideas Get a Strong Rebuttal 
To the Editor: John Cowles 
(AA, May 28) presents a case for 
newspaper monopoly which, by 
reasonable extension, could be ap- 
plied with equal force to the bal- 


ance of American commerce 
Wherever applied, it is equally 
visionary, equally impractical, 


equally in contradiction to basic 
incentives that have produced, 
wherever they have been permit- 
ted to function, better automobiles, 
better housing, better services and, 
I submit, better newspapers. 

With deference to the respon- 
sible monopoly publishers and edi- 
tors with whom I have been edi- 


' torially associated, it is impossible 


| may 


to name a great American news- 
paper that earned its standing 
without the spur of competition. If 
any is now without opposition, it 
credit competitive stimulus 


| for the superior ability that en- 


abled it to outdistance competi- 
tion. 

Mr. Cowles is correct in pointing 
to radio, television, news maga- 
zines, labor papers, community pa- 
pers, outside dailies, etc., as other 
news sources. But I believe Mr. 
Cowles is thinking in terms of 


| national and international—“wire” 


—news. 

To the reader, the truest meas- 
ure of his newspaper's worth—and 
the point where many an interna- 
tionalist-minded editor fails—is its 
local news content. In practice, Mr. 
Cowles’ candidates do not provide 


| what constitutes the guts of the 


| successful daily of average size. 


Radio, and presumably television, 
stations are not essentially news 
media; their local news coverage is 
too often quick and truncated, 
usually wire-serviced, rewrites 
from the latest daily paper. News 
magazines are not in the local 
field. Labor papers, whatever 
their attributes, have never been 
charged with impartiality. Com- 
munity or neighborhood papers 
have neither resources nor reason 
to publish citywide local news. 
Outside dailies cannot hope to un- 


| dertake, throughout their circula- 
‘tion areas, the detailed coverage 


} 


| daily 


that provides the cornerstone of 
local reader interest. 

The local daily publisher, re- 
sponsible though he may be—and 
most of them are—is fundamen- 
tally a business man and, like 
other business men, will work 
harder, work longer and manufac- 
ture a better product when he is 
forced to do so in order to main- 
tain or improve his position. Local 
competition remains the 
single agency to supply that force. 

Most publishers and editors, I 
agree, have a deeper feeling of 
responsibility when they are alone 


|in their field. But, again in prac- 


tice, that responsibility is mére 
often manifested’ in objectivity 
and fairness, both of them rela- 
tively economical, than in the 
more expensive qualities of up- 
to-date typography, good pictures, 
diversified features and adequate 
staffing for the local job at hand- 
all of them requirements of a good, 
interesting newspaper. 

The contention that competitive 
newspapers must over-sensational- 
ize news is, I know, valid in pop- 
ulous eastern cities, but the argu- 
ment cannot be weighed by slip- 
ping selected circulation figures 


on the scales. As the cities grow 
smaller and the movement is west- 
ward, importance of crime and sex 
to the editor very apparently goes 
downward. The Portland Oregon- 
ian, for example, is rarely, and 
then probably only accidentally, 
guilty of sensationalism, yet con- 
tinues to lead, as it has for 100 
years, its competition. 

Pressure of immediacy is inher- 
ent in journalism. Whether they 
be hourly, daily, weekly or month- 
ly, all publications, printed or vo- 
cal, must meet deadlines as ac- 
curately and completely as they 
can manage. Absence of compe- 
tition cannot provide an escape, 
for the escape can only be accom- 
plished by wider separation of 
deadlines and publication times or 
dates. One of the major responsi- 
bilities of responsible communica- 
tion media, competitive or not, 
is fresh news. There is apt to be 
less of it in monopoly properties. 

Acknowledgment of error is al- 
ways a difficult task. In a single 
ownership city, it is simply a mat- 
ter of responsibility; in a competi- 
tive situation, because it’s an is- 
sue of trust in the product, it’s a 
matter of business. Which news- 
paper will feel less reluctant to 
make the correction? 

And under today’s investment 
conditions, a monopoly newspaper 
must be really bad before any 
group will muster the temerity 


| and resources to challenge it plus 


television and other entertainment 
forms competing for the reader's 
leisure hours. Without local news 
competition a newspaper can be 
pretty bad and still survive. With 
opposition it must produce or die. 
From the advertisers’ side, mon- 
opoly in journalism is no more ex- 
cusable nor palatable than it is in 
shirts or shoe laces. It tends to in- 
crease the cost of marketing in its 
area, to force out the small ad- 
vertiser and to increase the cost 
of living for the consumer. Pub- 
lishing is a business, managed by 
business men who are no more im- 
mune to the evils of single-agency 
control than are the managers of 
manufacture or service or govern- 
ment. Monopoly in_ publishing 
would in time bring control of its 
advertising. 
And right 
the city room. 
Rosert O. LEONARD, 
Public Relations Director, 
Western Pine Assn., Portland, 
Ore. 


down the hall lies 


‘Too Late Schmart' 

To the Editor: Rough Proofs, in 
the issue of June 11, carried a 
plain-English version of an old 
Pennsylvania Dutch proverb: “We 
get old so fast, and we get smart 
so slow.” 

This translation does not do it 
justice. See if you don’t like it 
better in its original form (it 
makes an interesting wall-card): 
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Ve Get Too Soon Oldt und Too 
Late Schmart. 
Joun Evans, 
Direct Mail Advertising, Chi- 
cago. 


Honolulu Bank Ads Work 
for Employes and Public 
To the Editor: Bishop National 
Bank has recently published a ser- 
ies of five advertisements, reprints 
of which are enclosed, that we 
thought would be of interest in 
your studies of current advertising. 
This series was designed primar- 
ily to emphasize, in the minds of 
both the public and ermployes, the 


WHY MONKEY AROUND WITH A MONEY JAR? 


desirable climate for relations with 
eur customers. Prior to their pub- 
lication in local newspapers, re- 
prints of the ads were distributed 
to our 400 employes with a letter 
from our president calling atten- 
tion to the fact that their work in- 
volves living up to the claims of 
the bank's advertising 

The artistic theme of the series 
is designed to take advantage ot 
the natural attraction that ani- 
mals, particularly in cartoon treat- 
ment, have for all ages and kinds 
of people. It is also calculated to 
expose to prominent public view 
the fact that, despite their often 


impassive exteriors, bankers are 
warm-blooded and have a sense 
of humor. 


In addition to the friendly and 


ROCKY MOUNT 


NORTH CAROLINA 


One of the nine LARGEST cities 
in North Carolina, offering a field 
rich in Agriculture, Manufacturing, 
| Tobacco Culture and Marketing and 
served by its only newspaper, the 
Evening and Sunday Telegram 


SEND FOR OUR STANDARD MARKET DATA 800K 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal centers 
— GET OUR CITY ZONE FOLDER — 
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good-humored main text, you will 
note that in each instance we have 
included a short mention of one of 
the services the bank provides, il- 
lustrated with a spot drawing. 
The series was produced by our 
advertising agency, the Honolulu 
office of N. W. Ayer & Son, and 
published in the Honolulu Adver- 
tiser and Honolulu Star-Bulletin. 
N. F. BANFIELD, 
Manager, Public Relations De- 
partment, Bishop National 
Bank, Honolulu, Hawaii. 


Ripley Clothes Price Ad 
Restores Sales Balance 

To the Editor: I thought you'd 
like to have a copy of a message 
we planned for Ripley Clothes and 
placed in three New York news- 
papers. The space was 1,200 lines. 

The price war had affected Rip- 
ley’s normal sales and something 


nobody \ 
but Ripley * 
five S 

Ripley 


prices! 


had to be done to counteract New 
York's barrage of price war ads. 

The enclosed ad; simply de- 
signed and simply told, did the 
trick. Business hummed the fol- 
lowing day and apparently is con- 
tinuing on a better than normal 
seale. 

Is this a lesson for somebody? 

Harry W. Bostey, 

President, The Bobley Co., 

New York. 


Publisher's Rebate Called 
‘A Mighty Rare Thing’ 

To the Editor: The Model Rail- 
roader of Milwaukee recently re- 
ceived the following ietter from 
one of their advertisers: 

Dear Mr. Zimmer: Thank you 
for the refund covering the .803% 
“error” on your 1950 guaranteed 
circulation of 100,000. 

Your check was received through 
our advertising agent, Products 
Services Inc., whose staff was 
completely floored on reading the 
letter which accompanied the re- 
fund. Mr. Les Persky, president of 
the firm, felt compelled to write 
us about “this mighty rare thing” 
and commended you on _ your 
action. 


As a moderately large purchaser | 


of advertising space in various 
hobby and trade publications, we 
wish to go on record as stating that 
the Kalmbach Publishing Co. has 
our highest endorsement for co- 
operation and general business 


SALISBURY 


NORTH CAROLINA 
let us 


PROVE IT 


Your test advertising will prove its effec- 
tiveness in the ONE MARKET in North 
Carolina served by ONE NEWSPAPER. 


WARD-GRIFFITH CO. 

The Ward-Griffith Co maintains offices 

7 sn all prncipol advertising centers 
CtT OUR CITY TONE FOLDER 


policies. 

We look forward to continuing 
our pleasant business relationship 
with your fine publication. 

Cordially yours, 
Henry L. Opad, 
Opad-Green Co. 

The reason why we are sending 
you a copy of the above letter is 
not only to comment on “this 
mighty rare thing” but to raise the 
question, “What price advertis- 
ing?” 

It must be admitted that there 
are times when advertising costs 
come high due to poor results (and 
there are a variety of reasons for 
it). However, it is shameful that 
another reason is that many pub- 
lications show a deficiency in their 
circulation guarantee and conven- 
iently forget to send their adver- 
tisers the rebate due them. Here 
is where advertising costs come 
high, and how! 

Honorable publishers and pub- 
lications do not make a practice 
of withholding rebates. It is the 
“fringe” that are guilty and if it 
is true that a chain is as strong 


as its weakest link, it is easy to 
see why magazines as a group suf- 
fer. Organized advertising should 
take steps to put a halt to this evil 
practice for the good and welfare 
of advertising. 
Sam J. Perry, 

Sam J. Perry Associates, East- 

ern Representative, Model 

Railroader, New York. 

. a e 

Says Inspection Is Needed 
for Bonded Engravings 

To the Editor: Zinc cuts, coppe. 
halftones, electrotypes will al 
stay in place on their blocks with- 
out danger of breaking loose when 
they are bonded to the block by 
the new heat setting adhesive. [See 
Tips for the Production Man, AA, 
June 18, Page 52.) Our experience, 
similar to Chilton’s, is that nailed 
zincs will not stand up because 
their shoulders for nailing are thin 
and brittle and will crack under 
continued pounding in the press. 
This is not true when the zinc is 
properly bonded to its block. 
There, however, comes a complete 


new set of problems in the busi- 
ness of bonding cuts 

Certain of them are well made 
Certain others are cheap, worth- 
less imitations, but unfortunately 
it is almost impossible to tell 
which is which by visual inspec- 
tion. If there were some way to 
brand the good ones when they 
are first made then we, who use 
them, could go by this brand 
and know we would be safe 

At present we are running all 
bonded cuts through a _ rather 
rigid inspection. It would help if 
we did not have to do it 

W. E. Irtsu, 

Editor and Vice-President, In- 

dustrial Equipment News, 

New York 

° e * 

Production Tip to Serve 
as Publisher's Mailing 

To the Editor: The brief article 
“Engravings That Fly in the 
Night” which appeared on Page 
52 of the June 18 issue of ApvER- 
TistInc Ace should be widely read 
by every production man 


Would you mind if we repro- 
duced the article on an 8x11" 
sheet, as we would like to make 
a mailing to our list of advertisers 
and their The article 
would be reproduced word for 
word and you would be given full 
credit. I would be very grateful 
for your permission to do this 

V. C. Hocren, 

Vice-President, Hitchcock 

Publishing Co., Wheaton, Ill 


agencies 


We 
A brand new kind of art and idea 
service — organized for quick acces 
sibility — not stock material but 
modern art that enables uscrs to 
( CREATE smart and orginal printed 


pieces. Send now for tree layouts 
and sample 


THE ONLY ORGANIZED 
©” ART SERVICE 


FREE LAYOUT SAMPLES learn how im 
dustrial concerns, lithographers, agencies and 
many others are using this new method for the 
preparation of more effective printed matter 
Write, nght now! 


multi-use 


4 services, toa.. 105 Walnet S PLORM IL 
WOLTL USE TOOLS for BETTER OFFSET LAYOUT ana COPT 


Are your dealers missing prospects who 
are logical customers for your product? It 
doesn't take a detective to find these pros- 
pective customers for them. Leave that 
job to Trade Mark Service. 


Trade Mark Service in the ‘yellow pages’ 
of the telephone directory displays 
your trade-mark or brand name 


over a list of your dealers or outlets. 
It directs prospects created by your 


advertising to the place where they can 


buy your product. 


Then when your ad says “See the Classi- 
fied Telephone Directory for your nearest 
dealer” you've got a perfect tie-in. The 
Trade Mark Representative will gladly 
tell you all about it. Just call 
your local telephone business 


office or see the latest issue of 


Standard Rate and Data. 
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B PHOTOGRAPHIC REVIEW OF THE WEEK 


AGENCY OPEN HOUSE When Curt Freiberger & Co. opened new offices in Denver, 

almost 300 agency people dropped in for the housewarming. Among them (left to 

right): Gus Ehret, Ehret Engraving Co.; Mr. Freiberger; Tom Axelsen (back to 

camera), president, Axelsen Advertising Agency, Salt Loke City; Carlton Sills, ad 

manager, Rio Grande Railroad; Bob Hart, Station KFEL, Denver; John Nunes, Record 
Stockman, and Alex Bartelli, Italian American Publishing Co. 


for me ! 


CHRYSLER 
HirePower 


IM WINNERS—Happily holding their first place plaques from 
industrial Marketing’s annual editorial achievement competition 
ENVIOUS COP—One of several posters being used by Chrysler to introduce the new ore (left to right, front row): Robert Mclaren, Aero Digest; 


Standing: E. J. Blandford, Engineering Journal; Bob Aitchison, 
editor of IM; G. F. Nordenholt, Product Engineering; Fred 
Hamlin, Aero Digest; T. C. Dumond, Matericis & Methods; C. C. 


1951 Chrysler line in 70 markets shows this doydreaming policeman admiring an 


Charles E. Whitney, Interiors; Robert W. Armstrong, Electrical 


: invisible Chrysler passing by. McCann-Erickson handles the account. 


Merchandising. Second row (seated): Karel Wegkamp, Mining 


Luhnow, Trusts & Estates; Godfrey M. Lebhor, Chain Store Age; 
R. G. Macdonald, Tappi; W. C. Platt, National Petroleum News, 
and Bernard Dolan, Peter A. Frasse & Co., who presented the 


1ST CHARTER MEMBER—Ken Schmid, Ken Schmid Studios (right), is the first to 
receive a charter membership card in the new Chicago Advertising Club from 


World; Emerson Goble, Architectural Record; Jerry Gerwitz, 
Jewelry; Harry Lee Waddell, Factory M t & Maint e. 


MCINTOSH MOTORS. Inc. 29/7 BAILEY AVE 


DOUBLE TAKE-Free lance photographer Wolter C. Van Buren did a double toke 
(and caught o picture) of this DeSoto poster near Buffalo. The lucky DeSoto driver's 


awards at the Notional Industrial Advertisers Convention. 


THE SOFT DRink wiru te TIMGCY taste! 


COCK 'N BULL STORY—G. F. Heublein & 


membership choirman Joe Beity, American Bakers Assn. as W. S. (“Wild Bill”) 
Kirkiand (smuing at left), W. S. Kirkland Agency, acting president, looks on. The 


group's first meeting attracted 91 Chicago advertising men and women. 


shiner wos supplied by the shadow from one of the sign’s qverhead lights. 


Bros.’ Cock ‘n Bull ginger beer is being 

promoted with window displays like this 

one, turned out by Ketterlinus Litho Mfg. 
Co., Philadelphia. 


JUNIOR ADMEN—After their installotion, these new officers of 
the Junior Advertising Club of Philadelphia beamed happily 
for AA’s camero. They are (left to right): William Mitten, Ameri- 
can Exporter, Ist v. p.; Mel Feldenheimer, C. E. Howe Co., 2nd 
v.p.; lee Keeler, Hobson Advertising Agency, president; Don 


Brennan, Curtis Publishing Co., retiring president; Vic Burger, 
Potomac Electrotype Co., outing chairman; Joseph McCourt, Gray 
& Rogers, publicity chairman, and James Buckley, Buckley Or- 
ganization, a director of the club. The installation took place at 
the group's annual outing. 


TEXAS STYLE—Bob Roth (center), odvertising director of Resistol Hats, presents 

@ western hat to Merriman Smith (right), veteran United Press White House corre- 

spondent, as Allen Duckworth of the Dallas Morning News assists. The occasion 

wos the appearance by Mr. Smith (author of “Thank You, Mr. President’) before 
the Dallas chapter of Sigma Delta Chi. 
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Sheerr Bros. Plans 
Drive to Tell About 
Armo Interfacings 


New York, July 3—Sheerr Bros. 
& Co., textile selling agent, has 
launched a campaign which “for 
the first time in history will edu- 
cate consumers about the vital im- 
portance of interfacings in their 
clothes,” according to Sheerr. The 
initial ad budget, for both trade 
and consumer media, is about 
$250,000. 

Interfacings—the leading factors 
in shape retention for many items 
of apparel—are rarely considered 
by the consumer because they are 
not ordinarily visible. Sheerr Bros 
acts as selling agent for Arms 
Textile Mfg. Co., Stark-Armoskeag 
Woolen Mills, Holyoke Textile 
Mfg. Co. and Philip L. Sheerr & 
Sons. Together these companies 
comprise the world’s largest pro- 
ducers (about 85% ) of hair canvas 
interfacings, all of them manufac- 
tured under the Armo trademark. 


@ Modern Merchandising Bureau 
Inc. and Lane Advertising are 
serving as agencies for the cam- 
paign, which broke with a b&w 
page in Quick, July 2. Also sched- 
uled are 900-line weekly insertions 
in the New York Times and other 
papers, and pages and half-pages 


in fall issues of Business Week, 
Esquire, Fortune, Good House- 
keeping, Harper's Bazaar, Life, 


McCall's, Modern Miss, Newsweek, 
New York Times Magazine, Sim- 
plicity, Time and Vogue Patterns 

Television participations also 
are contemplated, AA was told. 

In addition to the above, David 
B. Carmel, vice-president of 
Sheerr Bros., said that a coopera- 
tive ad program and point of sale 
and merchandising aids will be 
used across the country. 

An essential part of the cam- 
paign, according to Mr. Carmel, 
is the branding of each vard of 
Armo interfacing with the name 
Armo for identification purposes. 
This is the first time that any 
manufacturer has done something 
like this, he said. 


Hollywood Adclub Elects 

Robert J. McAndrews, manag- 
ing director of Southern Califor- 
nia Broadcasters’ Assn., has been 
elecied president of the Holly- 
wood Advertising Club. Other of- 
ficers elected are: James Morgan, 
Raymond R. Morgan Co., Ist v. p.; 
Harlan Palmer Jr., Hollywood Cit- 
izen-News, 2nd v. p.; Martha Jeff- 
res, Southern California Advertis- 
ing Agencies Assn., secretary, and 
Robert Coleson, Advertising Coun- 
cil, treasurer. 


NFAA Elects 4 New Members 


The National Federation of Ad- 
vertising Agencies has_ elected 
four new members, bringing total 
membership to 15. New members 
Blaine Co., Attleboro, Mass.; 


are: 
Cary-Hill Inc., Des Moines; Ro- 
man Advertising Co., St. Louis, 


and G. A. Sass & Co., Indianapo- 
lis. 


Bymart Names Louis Lerner 


Louis Lerner, formerly v.p. in 
charge of research of Phil Kalech 
Laboratories, has been named di- 
rector of research and develop- 
ment for Tintair, home hair color- 
ing product of Bymart Inc., New 
York. 


NEWSPAPER 
CLIPPINGS 


from 2000 daily and 
popers in Mi 
lowa, North and Sovth Dokote, 
Montane and Nebraska. We can 
give you complete coverage on 
ANY SUBJECT, news or advertis- 
ing. Write for details. 


Western Press Clipping Exchange 
Established 1900 
1022 Lumber Exch. Bidg., Minneapolis, Minn. 


weekly news- 
wi . 


BAB Has 866 Stations 

The Broadcast Advertising Bu- 
reau has announced its member- 
ship as of June 29 as 866 stations. 
Composed of 80% of the members 
of the National Assn. of Radio & 
Television Broadcasters and some 
non-NARTB stations, the group 
includes six Westinghouse stations 
and seven CBS owned and opera- 
ted outlets, according to William 
B. Ryan, BAB president. 


McAlpin to Manage Fair Store 

Direct management of the Fair 
Store, Cincinnati, will be taken 
over by the McAlpin Co., depart- 
ment store. Both concerns are 
owned by Mercantile Stores Inc., 
New York. R. Nelson Show, pres- 
ident of McAlpin’s, will be pres- 
ident and general manager of 
both. 


Direct Mail Volume Up 13% 


Dollar volume of direct mail 
advertising in the U. S. during 
the first five months of 1951 was 
$440,883,250, according to the Di- 
rect Mail Advertising Assn. This 
represents a gain of 13% over the 
corresponding 1950 figure. 


New Haven Sales Execs Elect 

Darton E. Greist of Professional 
Equipment Co. has been elected 
president of the Sales Executives’ 
Club of New Haven. Arthur 
O'Leary of Pitney-Bowes was 
named v. p. 


Thurber Named ‘Register’ A. M. 
Bruce H. Thurber, in the ad- 
vertising department of the Regis- 
ter, Torrington, Conn., has been 
appointed advertising manager. 


L. W. Roush Co. Moves 


L. W. Roush Co., Louisville, has 
moved its home office to larger 
quarters in the Speed Bldg. The 
agency's office in Nashville has 
moved to the Chamber of Com- 
merce Bldg. 


Vitos Appoints Hoffman 

American Vitos, New York, has 
appointed Hoffman Advertising 
to handle advertising for its ho- 
siery mending machinery. 


53 


Int. Silver Boosts Lockwood 

H. Deforest Lockwood Jr. has 
been promoted to sales manager 
of the intermediate sales division 
of International Silver Co., Meri- 
den, Conn. 


Herrick Named Hoffman A. M. 


Jack E. Herrick, chief copy- 
writer of Hoffman Radio Corp., 
has been appointed advertising 


manager of Hoffman Sales Corp., 
Los Angeles 


third dimensional! 


An actual full sized package. 
mounted the car card itself, 
created attention and dramatically 
presented the Certi-Fresh line of 


frozen sea foods to Southern Cali- 
fornia housewives. 

Transportation Advertising in 
Southern California is handled by 


California Transit 
Advertising, Inc. 
2233 Beverly Blvd., Los Angeles [NATAl 
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“A magazine that 
belongs to Young Adults belongs on 
our advertising schedule” 


Says HARLEY H. 


Vice-President in Charge of Advertising, 


Oneida Ltd. 


NOYES, 


specifically to their interests. 


ONEIDA Lrp., makers of Community silverware know that new families, 
voung families, account for a large percer.tage of their sales. They know too, 
that REDBOOK is a primary magazine through which to reach these open- 
minded Young Adults, because REDBOOK is the only mass magazine edited 


The more than two-millon people who buy REDBOOK every month— mostly 


men and women under 35—constitute the most concentrated young mass 


market to be found in America today. If you sell clothes. cosmetics, auto- 


mobiles, cigarettes... particularly if you sell any of the family-formation 


products... the first refrigerator, vacuum cleaner, rugs, TV set, toaster, 


beds... 


you can't afford to miss this vital waiting-to-be-sold market. 


As the advertising director of Community puts it “A magazine that be- 


longs to young adults belongs on our advertising schedule. That’s why we 
use REDBOOK.” More new REDBOOK readers every month. more new adver- 
tisers combine to give REDBOOK one of the finest progress records in the 


business. Why not consider REDBOOK’s Young Adult audience as a primary 


market for your | 


ou 


THE VITAL YEARS % 


wroduct? 
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THE VITAL MARKET 


Copyright 1961 
Rebuke Magaiine 
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Univac Computer Goes to Work on 
Census Data; Hope to Speed Data 


PrMLADELPHIA, July 3—Tabula- 
tions of the 1950 Census of Popula- 
tion up this week, 
with the introduction of a remark- 
new electronic computer 
which promises to clip months off 
census publication schedules 

The new computer—known as 
Univac—comes too late to make an 
appreciable impact the 1950 
census, but officials believe it may 
eventually produce detailed census 
breakdowns anywhere from six 
months to a year faster than con- 
ventional puncheard tabulating 


were speeded 


able 


on 


A speed-up in census tabulating 
particular importance to 
marketers, for the detailed break- 
jowns small geographic units 
are de- 


is of 


by 
to marketing 
systems 


useful 
under 


most 
layed present 
to two more, and are 
partially outdated before they are 


by 
one years O1 


published 


and built 
Computer 
Remington 


@ Univac w designed 
Eckert~Mauchly 
Corp., a division of 


as 


by 


Rand. The work was supervised 
by the National Bureau of Stand- 
ards, which has two electronic 
computers of its own. 

Over the past four years, Census 
3ureau spent over a million dol- 
lars to encourage development of 
electronic computer which 
would lend itself to the job of 
rapidly classifying and tabulating 
billions of facts which are ac- 
cumulated by census takers, and 
which must now be transcribed 
onto puncheards and run 
peatedly through a battery of over 
500 card tabulators. 

It was a 


an 


case of necessity 


re-| 


mothering invention. In accepting | 


Univac, Dr. Roy V. Pe2l, director 
of the census, pointed out that the 
job of collecting and publishing 
census data becomes increasingly 
cumbersome as the country grows. 

He recalled that at the turn of 
the century the Bureau was so 
badly swamped that it was still 


working on the 1890 census when |} 


it was time to take the 1900 count. 
In that emergency, two Bureau 
employes devised punchcard tab- 
ulating, now _ indispensible’ to 
government and industry 


@ Census was attracted to the 
electronic computer four years ago 
on the basis of the experience of 
the Bureau of Standards. Earlier, 
electronic computers used there 
had been successful in solving 
complex mathematical problems 
related to scientific research. The 
new machine is designed to do 
more conventional tabulating pro- 
cedures. 

Remington Rand believes that 
machines like Univac will even- 
tually be widely used in business, 
particularly for record-keeping 
purposes. One possible use would 
be in maintaining a continuous in- 
ventory. Through its “memory 
tank” Univac might enable a mail 
order house, or other large mer- 
chandising organization to have a 


- t 


DOES SOME FIGURING—The Univac installation delivered to the 
Bureau of Census in Philadelphia. The main part of the amazing 
computer is at the rear. At left is the master control assembly 
where “programming” is initiated and next to it is the Unityper, 


running inventory, thus making 
it possible to operate with much 
smaller sums invested in inven- 
tory. 

The machine turned 
the Census Bureau stands 1419’ 
deep, 742’ wide and 8’ high. Its 
mercury “memory” takes informa- 
tion off a ribbon tape. This infor- 
mation can be sorted into 1,000 
“pigeonholes”. When totalled, the 
results are recorded on tape, and 
can be automatically reproduced 
by electric typewriter. 


over to 


es For its operations, Univac re- 


quires 5,400 electronic tubes and 
involves 500,000 soldered joints 
About a third of its circuits are 


used to detect errors or weak tubes 
In either case, the machine stops 
automatically. 

In commercial use, electronic 
computers can be “fed” from 
puncheards, but for census pur- 
the punchcard system is 
too slow to utilize Univac’s full 
potential as a tabulator. 

In a demonstration recently, 
Univac “digested” a tape contain- 
ing all the data collected about the 
residents of Monroe County, Ia. 

In 27 minutes, all the data had 
been “consumed” and Univac was 
ready to type out 680 subtotals and 


poses 


write box 7905, 
advertising age 
200 E. Mlinois St. 
Chicago 11, IL. 


accelerate your sales... 
Vitalize your business 


mailing list 50,000 strong ...superior quality 
never before sold or rented 


Current mail-order advertiser has extra capacity and complete 


facilities, including space, personnel and modern equipment, to 


handle entire mail-order operation for an individual or company 


with legitimate product to sell. 


Here is an opportunity to reach 50,000 women who are recent and 


regular mail-order customers. This is a new list, constantly checked 


and re-checked for accuracy, guaranteed “live” buyers. The names on 


this list are actual purchasers of merchandise advertised for sale by 


mail in class magazines. It is current and up-to-date, highly produc- 


tive for owner, producing as high as 15% return on orders averaging 


$6 each 


This list is not for sale 


only the use of it including the addressing, 


handling and mailing services of its owner. 


If you'd like to send your message and your product into the homes 


of 50,000 mail-order buyers .. . 
returns, write for additional 
mailing list that BUYS! 


information on how 


if you're interested in immediate 


you can use a 
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totals, breaking down the char- 
acteristics of the residents by sex, 
age, income and dozens of other 
classifications. 


@ One reason why Univac’s im- 
pact on this census will be rela- 
tively smali is that the full value 
of the machine cannot be achieved 
unless its “habits” are considered 
from the moment the reporting 
forms are prepared. 

At present, Univac is being fed 
from punchcards which were orig- 
inally prepared for punchcard 
tabulators. The cards can't be fed 
fast enough to keep up with the 
machine. 

A second reason why Univac 
will not cause an over-night revo- 
lution is that even though it can 
digest census facts about six per- 
sons each second, one Univac is 
not enough for a census of 150,- 
000,000 persons. Census officials 
believe anywhere from five to 20 
machines will be needed to re- 
place the 500 tabulators now in 
use, 


es At the moment, Univac is work- 
ing on what is known as the “sec- 
ond series” population tabulation 
—the breakdowns of population 
characteristics for each county and 
sizable community. Tentatively, 
the states of Alabama, Louisiana, 
Virginia, New Jersey and Iowa are 
assigned to the machine. 

Since Univac is an experimental 
model, it will eventually be pulled 
off the census and tested on other 
assignments. Presumably it will | 
be assigned to the inventory and 
industrial shipments tabulations 
which Census Bureau is producing 
on a continuing basis for the Na- 
tional Production Authority. | 

Marketers may begin to reap} 
the benefits of Univac with the | 
next census of business and manu- 
factures, scheduled for 1953. Uni-| 
vac’s value should be readily ap-| 
parent, for final tabulation of the 
1948 Census of Business was anil 
pleted by punchcard 
only a few weeks ago 


tabulators | 


es The big test, however, will not 
come until 1960, when officials 
visualize a population and housing 
census geared to the electronic 
age 

If it works out as they plan it, 
census enumerators will be using 
special magnetized paper and pen- 
cils. Data could be transposed 
automatically from the magnetized 
paper to the wire tape that feeds 
Univac 

Since the editing of forms now 
takes nearly 30% of the time that 
lapses before publication, and the 
punching of cards another 35%, 
immense savings in time are pos- 
sible. By using Univac, the tabu-| 
lating, which now takes 35% of | 
the time, may be reduced by 90% | 

By reviewing the tabulating | 
schedule for the 1950 census, the 
implications become. clear. 
Through the end of 1950, nothing 
had come out of the population 
and housing census other than an 


which types data and instructions on magnetic tope which is fed 
into the Univac. At right is a battery of Uniservos, which feed 
the magnetic tape into the Univac and receive the calculations 
on magnetic tape from the computing device. 


actual count of persons and hous- 
ing units by county and city. With 
the “sensing” form and Univac, 
the Bureau might have produced 
in a single tabulation, and 
time, detailed breakdowns of pop- 
ulation and housing character- 
istics. 


less 


@ Those who are around to con- 
sume the data from the 1960 cen- 
sus will still have a considerable 
wait for many kinds of data, how- 
ever. “Sensing” paper lends it- 
self largely to questions with a 
simple answer, such as “male or 
female”, or “married or single”. 
Material of this kind would be 
included in the “short” form, and 
rushed through. 

More complex data, such 
“place of birth,” probably cannot 
be accommodated on the special 
magnetized papers now being 
studied, and will have to be edited 
along more conventional lines, put 
through a more laborious taping 
process, and run through Univac 
after the “short form” is off. 


as 


Howes Makes.Four Changes 

Howes Publishing Co., New York, 
has made four new appointments: 
Ernest J. Finan, from advertising 
manager of Hosiery Merchandising 
to business manager. He is re- 
placed by former advertising rep- 
resentative Thomas R. Brady. My- 
ron D. Reeser, former advertising 
manager of American Dyestuff Re- 
porter, has been named business 
manager. Replacing Mr. Reeser is 
Herbert A. Stauderman, advertis- 
ing representative of ADR. 


]WT Names Peter Geisler 

Peter P. Geisler, formerly ac- 
count executive of H. . Hum- 
phrey, Alley & Richards, Boston, 
has been named an account execu- 
tive in the Rio de Janeiro office 
of J. Walter Thompson Co., effec- 
tive July 15. 


Dan Starr Joins Parrott Co. 

Dan L. Starr, formerly an ac- 
count executive in the Seattle of- 
fice of Ruthrauff & Ryan, has 
been named merchandising and 
advertising manager of Parrott 
Co., Portland, Ore., food and bev- 
erage broker. 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS! 


Don’t Ignore It — SELL It! 


Cash in! Get your share of the huge $15 
billion Negro market! Reach them in 
their homes, sell them the way they like 
to be sold—through their own Race pub- 
lications, the newspapers and magazines 
they feel closest to. respond best to! 
Negroes are loyal to their publications— 
be sure your product is in them; be sure 
you get your share of the market! $15 
billion! Negroes spend this much every 
year on every conceivable product! Don't 
overlook this market—it’s right under 
your nose! For full details write Inter- 
state United Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade 


ONE EXAMPLE: 


rich market 


for a publication that 
sells the cream of this 
beat the New Courier 
read by 1.500.000 Negroes in 42 states each 
week Color comics, magazine section, and news 
section help make it America’s most complete 
weekly newspaper the Negro—you'll sell 
the Negro! Act now! 


you can't 


SS 


Uae! > oe i Ce eee ee eee eg 
: — wy ¢€ 
¥ Tape — aS = 
p= — bi a q 
SN ee) ee eli eS Bi 
; 0 a ee fl 4 
: i Ee ny \ Ce ae ee S |p --teeeaa re gues : 
e- ae =, —— . & 
a P| ee he 
| : ’ a 
os 
y SAVE ON A) 
i. , , t)) | : 
B & spor diy | 
“a 8 SECOND\ . 
B= 
Pe WE GUARANTEE with 
Te % ene ‘ 
( ‘wo sa sno “Sp hago / 
4 Weite tor the-Filmeck . 2 
+ stor 9 
esis = \$50% ¢ 
S| eee Coke 2 
BBB 335s wasasn =| on vour f @ 
: CHICAGO 5 NEXT rus E q 
« ® ; 
S| | filmack £ 
a TRAILER COMPANY ‘ 
= i: a = a 4 
= “AAR 7 
- rs a Be cee 
= ae F Soe 
“7 2 = i} ah 
3 se U, U e 
x Pe - 
a pe 
es 
: a 
Td 
y OSS 
ees 
: 
i a 
fi Se 
———— 
; ol. 000! pe ’ : 
. , 


Advertising Age, July 9, 1951 


Hope Study Will 
Clear Away Smoke 
on Use of Cigars 


New York, July 3—A survey 
on cigar smoking to determine 
facts on smoking preferences and 
habits will be conducted during 
the next four months by the Cigar 
Institute among 4,000 families 
from coast to coast, Eugene L. 
Raymond, director of the insti- 
tute, has announced. Benton & 
Bowles, the institute’s agency, is 
in charge. 

Survey results, Mr. Raymond 
told AA, will be used to help de- 
termine the institute’s advertising 
program for 1952, which will be 
decided in October. 

Both men and women will be 
queried to determine the answers 
to three fundamental questions: 
Why men who like cigars smoke 
them; why men who do not smoke | 
cigars do not do so; and why 
women do or do not like their 
men to smoke cigars. 

“We anticipate receiving from 
this survey,” Mr. Raymond said, 
“a wealth of material that we will 
be able to use in advertising, sales 
promotion and perhaps even in 
future manufacturing techniques.” 


CONSOLIDATED CIGAR 
INTEGRATES OPERATIONS 

New York, July 3—Expansion 
of sales and distribution organiza- 
tion plus merging and streamlin- 
ing of the administrative divisions 
of two subsidiaries was announced 
by Consolidated Cigar Corp. last 
week. 

Consolidated will merge the ad- 
ministrative functions of Congress 
Cigar Co., marketer of La Palina 
cigars, with those of G. H. P. Cigar 
Co., Philadelphia. Both are wholly 
owned subsidiaries. 

The merger is being accom- 
panied by major executive changes 
in the two subsidiaries, though no 
changes in any of the advertising 
agencies concerned will be made, 
AA was told. 

Samuel J. Silberman, president 
of Consolidated, also announced 
the opening of West Coast head- 
quarters for Consolidated’s na- 
tional brands, Dutch Masters, 
Harvester and others. 


e Under the reorganization, Con- 
gress, formerly a_ subsidiary of 
Consolidated, becomes a_ subsid- 
iary of G. H. P. Sol Bornstein, 
president of G. H. P., also be- 
comes president of Congress. Da- 
vid A. Jenks, formerly president 
of Congress, has been elected a 
vice-president of Consolidated in 
charge of eastern sales. 

Morris Hillison, vice-president 
of Consolidated, will establish the 
West Coast headquarters. James 
J. Harris, Congress vice-president, 
will establish and be in charge of 
national sales headquarters for 
that company in Chicago. 

The two subsidiary companies 
will have one administrative 
headquarters in New York. 

Total volume for all three Con- 
solidated sales units in 1950 was 
more than $50,000,000, reportedly 
the largest cigar volume of any 
manufacturer in the _ industry's 
history. 

Erwin, Wasey & Co. is advertis- 
ing agency for Consolidated. 
Schwimmer & Scott, Chicago, han- 
dles advertising for Congress, and 
Aitkin-Kynett Co., Philadelphia, 
that of G. H. P. 


Chicago Sales Execs Elect 


James E. Chestnut, branch man- 
ager of Ditto Inc., has been elected 
president of the Sales Executives 
Club of Chicago. Other officers 
elected are: Floyd Poetzinger, 
Poetzinger, Dechert & Kielty, and 
Thomas H. Coulter, American 
Bildrok Co., vice-presidents; V. E. 
Logan, Remington Rand, treas- 
urer, and L. A. Armstrong, Diver- 
sey Corp., secretary. 


‘Credit’ Appoints Bradford 


Credit & Financial Management, 
New York, has appointed M. M. 
Bradford assistant advertising 
manager. The publication also has 
named the following advertising 
representatives: S. E. McKeown, 
New York; Russell Smith, Chica- 
go; Howard McClenahan, Cleve- 
land, and Robert Walker, Los An- 
geles. 


WMIE Appoints Adam Young 


Adam J. Young Jr. has been 
named national representative for 
Station WMIE, Miami. The 10,- 
000-watt independent formerly 
was served by Forjoe & Co. 


Jack Palmer Joins WKRC-TV 


Jack Palmer, formerly on the 
sales staff of the Pacific Broad- 
casting Corp., has joined the sales 
department of Station WKRC-TV, 
Cincinnati. 


Elects Robert Rome President 

Robert C. Rome, formerly vice- 
president, has been elected presi- 
dent of New York Subways Ad- 
vertising Co. 
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No other Sunday paper 
in the Southwest 


REACHES 50 
MANY FAMILIES 


All Figures trom Publisher's 
Statement Mar. 31, 1951 


THE DAILY OKLAHOMAN 
ES 


COMBINED 


263,179 — 


OKLAHOMA CITY TIM 


PUBLISHING CO. 


THE OKLAHO 
THE FARMER-STOCKMAN 

WKY + WKY-TV, OKLAHOMA CITY 
Represented by THE KATZ AGENCY, INC. 


for NEWS 
of the industry 


the decision men 


of the car dealerships 


and factories 


turn to: 


for ACTION 


in the 


automotive field 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. | INDUSTEY 


Antomotive News 
a o 


turn to: 


Here's how to get your sales messages into places 
that you can't always reach with a personal call— 
Top bracket men in the management, sales, 
engineering, and merchandising departments of 
the car factories and dealerships rely upon 
Automotive News for the automotive news. 
They're the Decision Men. Now, more than ever 
they make their buying decisions with the aid of 
the news and advertising pages that they pay $8 
@ year to get. The renewal rate for subscriptions 
is 84.2%. Both figures are tops for the industry. 


EDITORIAL AND BUSINESS OFFICES: 2666 PENOBSCOT BUILDING, DETROIT 
NEW YORK—Edward Kruspak, advertising manager, 51 E. 42nd St., Murray Hill 7-6871; 
CHICAGO—J. Goldstein, western monager, 360 N. Michigan Ave., State 2-6273; 
LOS ANGELES—R. H. Deibler, 2506 W. Eighth Street, Dunkirk 3-0303; 
DETROIT—Dick Webber, 2666 Penobscot Bidg.. Woodward 3-0495 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ApbVERTISING Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer-Ferguson-Walker Company °¢ Chicago °* Detroit °¢ Atlanta © Los Angeles * San Francisco 
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How to Save on Cover Stock 


Tips for the Mail Order Man 


The Creative Man Likes Service 


How About Corporate Experience? 


THE NATIONAL NEWSPAPER OF MARKETING 


Need for ‘American Doctrine’ Is Called Basic 
To Winning the Propaganda War 


The greatest need in the propaganda war being waged abroad is the develop- 
ment of a clearly visible ‘American Doctrine,’ Theodore S. Repplier maintains 
in this talk which was given before the annual meeting of the National Assn. 


of Magazine Publishers. Mr. Repplier, 


Council, voices a provocative plea for 


the life, beliefs and aims of America. 


By THEODORE 


I would like to talk to you about an 
idea on which I feel deeply. It is an idea 
which is at the root of our whole propa- 
ganda war; an idea which bears directly 
upon the subject of this panel discussion; 
and an idea which the 
magazines, above every 
other medium of idea- 
communication, are 
vest suited to carry out. 
It is not a simple idea 
and it 
of thinking about. I can 
only outline it 

During the years I 
have been on the 
fringes of the Ameri- 
can propaganda effort, and particularly 
in the course of some meetings on the sub- 
ject in Paris last fall, I have been ap- 
palled at what happens to American ideas 
when they cross the ocean. They emerge 
so distorted as to be hardly recognized. 
As you know, the American's idea of him- 
self and the Frenchman's idea of an 
American have only the weirdest sort of 
a resemblance. 


will bear a lot 


Theodore Repplier 


e Even when our actions are so plain 
that not even the drum-beat of Com- 
munist propaganda can distort them—as 
in the case of the grants of money through 
the Marshall Plan—our motives emerge, 
in many European minds, as mean and 
ugly. European public opinion surveys 
show our basic problem is to convince our 
friends that our motives are good. Their 
doubts of us are on moral grounds. We 
simply have failed—and failed most 
tragically—-to get across what manner of 
men we really are. 

It is the fashion to say that we are 
losing the propaganda war. We may be 
I do not know, for Communism has been 
most successful when it linked propa- 
ganda with force. But I do know this. We 
are in the most vicious, bare-knuckles 
propaganda war in history, and we can 
never win it permanently until we have 
dispelled distrust. 


What Is Uncle Sam Really Like? 

Well, what are we really like? What do 
we believe in? Is ours a religious or even 
moral or an ethical society? What are 
the goals for which we strive? Are we a 
country dominated by pressure groups, 
or by a central government? How are 
we educating our children, and what do 
we want them to believe? What is unique 
about the United States and its people? 
What are our strengths? From which of 
these can others draw strength? 

The plain unvarnished answer is that 
we do not know. Uncle Sam, the composite 
of all of us, does not know what he is like. 


who is president of The Advertising 
a restatement and a clarification of 


S. REpPLier 


And since he does not know, himself, 
obviously he cannot project the idea over- 
seas. You cannot project an idea you do 
not have. 

If we are failing in our propaganda war, 
this, I think, is the root cause of our fail- 
ure. 


s Lewis Galantiere, writing in Foreign 
Affairs, says, “Our friends in Western 
Europe ...they know what Soviet Russia 
is and they fear her domination intensely. 
But they do not know what America is 
and they are in doubt about our motives, 
our moral capacities and our material 
stability. They fear that our economic 
system is one of alternate bust and boom 
which offers no security to any nation 


not rich enough in resources to 
the risks involved.” 

James Webb Young, one of the greatest 
of our present day propagandists, puts 
it: “The reason we are losing [the propa- 
ganda war], in my opinion, is that we 
have no doctrine, and I submit to you 
that without doctrine there is no propa- 
ganda. I would like to repeat that; with- 
out doctrine there is no propaganda.” 

Perhaps the greatest challenge in the 
field of ideas is the urgent need for an 
American doctrine. 


Need National Self-Analysis 

We are faced by a necessity for national 
self-analysis which has not existed since 
the days of Jefferson, Hamilton and 
Adams. For a completely false image of 
America exists around the world that 
simply must be dispelled. Some people 
blame our popular media for this—the 
movies, the radio and the magazines. They 
say that these create the false image the 
world has of us—that we all are gangsters, 
alcoholics, and confidence men. I cannot 
agree with this, for these media are edited 
primarily by Americans, and Amercians 
are not fooled by stereotypes. We under- 
stand the values beneath the surface, and 
we know—because we live here—that 
“The Lost Weekend” does not take place 
in most American homes between Friday 
and Monday. 
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Better Plonning-a Better Job ... Less waste-Lower Cost 


YOU CANT HAVE IT YESTERDAY—R. G. LeTourneau Inc., Peoria, Ill., distributed copies of 
this cartoon story through its plants to impress upon those concerned with printing 


and publication jobs the many 


production 
offset job illustrated is the simplest type.” 


steps involved. “The black-and-white 


Joe H. Serkowich, advertising manager, 


comments. “In the case of letterpress or a color job, there would, of course, be even 
more steps involved, and these would take correspondingly longer. We want all con- 
cerned to remember that better planning means a better job, less waste and lower cost.” 


To quote Lewis Galantiere again, “To 
make ourselves clear abroad requires that 
we ourselves see clearly what is going on 
in our society; that we examine it with 
a fresh eye.” 

We must think out it is that we 
are and what we stand for. Then we must 
make all America of it. This, I 
think, is the primary contribution the 
magazines can make to America in het 
new world leader. It is 
to try to communicate to others what we 
do not know ourselves 

Top priority in the task of making 
Americans understand should go to the 
question, “What is American capitalism?” 
If Italy, France or any of Western Europe 
slide back into the arms of Moscow, a 
chief cause will be our failure to com- 
municate the answer to this question. 

American capitalism is no more Ifke 
European capitalism than a running br@ok 
is like a stagnant pool. It is, as I have 
heard Paul Hoffman say a dozen times, 
as American as baseball. We don't have 
constricting trate 
barriers; and we believe in sharing the 
benefits of high productivity. But gn 
Europe I knew of a factory, retooled with 
American money, which boosted its ouft- 
put many times. The family who own@d 
the plant grew well-to-do, but the em@- 
ployes’ wages remained at bare subsistante 
levels. It is not surprising that in the next 
plant election the Communist union again 
made gains : 

Day and night, night and day, the Com- 
munists stick to their epithets and their 
own well-defined doctrine. Their favorite 
phrase about us is “Wall Street Imperia@l- 
ists,” and through the constant use of/it 
they have made the European man 6n 
the street feel that American capitaligm 
and European capitalism are Siamese 
twins. And the European who lives no 
better than his grandfather did, sees little 
reason to trust his future to the only 
brand of capitalism he knows. 


what 


aware 


role as useless 


cartels, trade secrets, 


A Third Way—the American Way 
Why haven't we long since convinced 
the European that the isn't just 
between Communism and the Old World 
Capitalism—that third 
call it Incentivism can 
deliver the things that Communism only 
promises? Again, I think there is just one 
failed to this 
because it is not yet mass 


choice 
there's a way 


which really 


reason. We have 
knowledge 
knowledge here 

This is what we have been trying to do 
in the Advertising Council. For two years 
we have been carrying on a campaign on 
the American economic system, with pro- 


export 


ductivity as our main theme. Two million 
people have written in for a booklet called 
“The Miracle of America.” It is what we 
have been to do in 
with the American Heritage Foundation, 
first with the Freedom Train 
with the 175th anniversary of the Declara- 


trying cooperation 


and soon 
tion of Independence 

And we attacked the 
even more directly by means of a round 
table held last month, with Paul Hoffman 
as moderator and eight distinguished and 
thoughtful Americans 
The entire day's dialog wa: 


have problem 


as panel members 
tape-recorded 
and we are now deciding what we shal] 
do with it what 


or forms 


and in form 
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What happens 


when [ii 
hits Philadelphia? 


IRTHPLACE of America’s liberty, Independence 
Hall. symbolically recalls Philadelphia’s role 
in our nation’s struggle for freedom. 

Philadelphia’s place in American history is 
matched by the contributions of its industries to 
\merica’s economic strength today. 

In this city LIFE occupies a unique position, 
For LIFE vividly records the contemporary his- 
tory of this nation. LIFE helps manufacturers and 
merchants move merchandise to millions of cus- 
tomers, 


Today, LIFE is read by nearly 3 out of 5 people 
in Philadelphia.* As the examples on this page 
and on the next one show, LIFE has a deep effect 
on the civic, economic and cultural life of this city. 

In city after city, this is a familiar story. For 
LIFE—read by more than half the nation*—has 
become part of the entertainment and enlighten- 
ment of Americans everywhere. 

Knowing this, advertisers in city after city 
across the nation invest more dollars-for-selling 
in LIFE than in any other magazine . . . more than 
for time en any radio or TV network. 


‘ 
7 


* From A Study of the Accumulative Audience of LIFE 
hy Alfred Polit= Research, Inc. This study reveals 
how LIFE’s audience grows from 23,950,000 in a 
ingle issue to a total of 62,600,000 different peo- 


ple in thirteen i-sue- 


PEOPLE AND PLACES FEEL ITS POWER... 
E By Ae ee jj 


> - 
The Philadelphia Orchestra's two key men are Manager The Phillies, reported as pennant contenders last spring by Philadelphia Socialite Virs. Anne Bromley was on LIFE’s 
Harl MacDonald (left) and President Orville H. Bullitt. Sav LIFE. won the 1950 National League flag. Savs Owner Bob cover twice, reports the excitement of “suddenly being known 
Mr. MacDonald: “LIFE’s story on our southern tour helped u- Carpenter: “That story was typical of LIFE’s coverage of out- everywhere by nearly evervone you meet.” Over 13,000,000 


materially insecuring financialaid fromtheCity Government.” standing sports news —it helped bring more fans to our park.” young adults, aged from 20 to 29, are in LIFE’s audience.* 
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Strawbridge & Clothier's Vice-President, Stockton Campbell Soup Company President James McGowan 


Strawbridge: “No one engaged in serving a great metro- — Jr.: “Our feelings about LIFE here at Campbell Soup are 


politan area can fail to recognize LIFE’s tremendous in- best illustrated by our continuing advertising in its pages.” 
fluence as a powerful force in molding consumer opinion.” 96% of all shoppers buying canned soup are LIFE readers.* 


<—" _ 


President of the University of Pennsviy ania, Harold E. Stassen knows LIFE = 
eflect: “Through its vivid pictorial messages of distant areas, LIFE plays an 


important role in preparing our citizens for America’s responsibility of global 
leadership.” 77°C of all college-educated Americans are in LIFE’s audience.* 


Philco Corporation President William Balderston: 4 RCA Victor Vice-President Joseph B. Elliott: LIFE’s 
am constantly impressed, when reading LIFE’s timely edi- tremendous local impact on city alter city across the Ba- 
torials and pu torial news coverage, with the editors’ con- tion greatly helped RCA “15 records te gain 35‘¢ of total 


tinuous awarene=s of their responsibilities to America.” record sales in America in a period of two years’ tim@,” 


—— 7 


Editor of the Christian Herald Magazine. Dr. Daniel A. Poling wrote the LIFE Pennsylvania Railroad President Walter S. Franklin: Stephen F.Whitman & Son, Inc. makes the world-lamed 


article called “A Protestant’s Faith.” which drew requests for 9.000 reprints. — “LIFE’s growth is America’s appraisal of an interesting © Whitman Candy. Says President Louis L. Metthennes ; 
Said Dr. Poling: “The tremendous response to this LIFE article indicates magazine.” Today LIFE— America’s largest magazine “Our salesmen tell me how impressed druggists are with 
people in America today are earnestly seeking secure spiritual foundations.” reaches 62,600,000 people —or over half the nation.* — LIFE’slocal influence.” 70": of business ow ners read LIFE." 
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7 
Cerebral Palsy Campaixn Director Karl T. Weger: ~The im- At Palumbo’s, one of Philadelphia’s most famous restau- Wanamaker’s Jolin Wanamaker: "We continuously use win 
( pact of LIFE’s cerebral palsy story was so great that it doubled rants.owner Frank Palumbo comments on the response to“ LIFE dow and floor space to show LIFE-advertised goods.” Wana 
the return from our direct-mail appeal for funds; as a result, visits Palumbo’s” (June 27. 1919): “LIFE’s article swamped maker's, like other department stores in city after city capi 
a local women’s service group also volunteered its services.” our banquet department with requests for wedding parties.” talizes on the 31.590,000 people in LIFE’s feminine audience.* 
sini — | 
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we shall distribute it. 


What this effort 


bined power of American magazines, for 


cries for is the com- 
you have in your hands a communications 
instrument of incredible effectiveness. As 
well as giving us the image of ourselves, 
you can give us the idea of ourselves 

It would be impertinence of the first 
order for me to how shall 
in pictures, in articles, or in fic- 


Suggest you 
do this 
tion. You are past masters at making ideas 
uncanny knack 
of getting thoughts off white paper and 
into minds 


come alive; you have an 


I am not about this for I 
know what Since 1943 I 
have seen the magazines of the country 
throw the power of their advertising pages 
behind the sale of U. S. savings bonds. In 
these years you have devoted to the effort 
space which if paid for would have cost 
$120,000,000; and you have spearheaded 
the greatest mass movement toward thrift 
in the history of the 

So I 
become the social and political philoso- 
phers of the 1950s; 


guessing 


you can do 


nation. 
shall close by suggesting that you 
that you help search 
out define the American platform; 
that explain it to Americans until 
their pride in what we have created be- 
comes a quiet fervor. 

If we do this we shall launch a 
wave of hope throughout the world 


and 


you 


new 


1) pe cage see 


Wayne 


promoted its Belle Sharmeer leg-size stockings 


19-YEAR RECORD Knitting Mills 


For 


Salesense In Advertising... 


Bo ¥ 


Is It Possible for Agencies 
To Have a Continuing Corporate Experience? 


sy James D. Woo.r 

A friend of mine, a New York agency 
account executive, found himself at loss 
for an answer the other day when a client 
put this question to him: 

“What is your agency’s corporate ex- 
perience on this ques- 
tion?” 

“Just 
mean by 
my friend 
experience’ 

The 
not of major impor- 
tance; it had to do 
with a booklet offer 
The agency man rec- 
ommended offering it 
free of charge. The client felt it would 
be better strategy to ask a dime for it 
They couldn't after considerable 
friendly argument, and then the client 
asked his question about “corporate ex- 


what do you 
that?” asked 
“Corporate 


question was 


Jim Woolf 


agree 


perience.” 


Said this advertiser to my friend: 
“Your agency been doing business 
for nearly half a century, and it seems to 
me that over the years your people must 
have had hundreds of experiences with 
all kinds of booklet offers. What is the 
net of that experience, and is it on file 
in your agency as a matter of recorded 
history? Can you go back to your office 
and find in your library a detailed record 
of the lessons on booklet offers you have 
learned over the years?” 


has 


man's answer 
course, No 


@ The agency was in the 
negative, of agency that I 
know of maintains scrupulously any sort 
of continuing record of its experiences. 
Unlike medicine or law—or carpentry, 
for that matter—advertising has no re- 
corded history. The lessons of the past 
50 years are available as an adequate and 
valid corporate body of literature in no 
advertising agency that I know anything 
about. I believe that I am exaggerating 
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yroportioned 
i } 


1933 


has (1) 


photography, with stockings air brushed. (2) 
combination pencil and air brush. (3) 


BELLI 


RMEL AK \ 


lag ape slerbage 


~ thadiher mse. : 


1935 


1936—pen and ink and 


hosiery”—with the same theme—‘it’s more important to fit wash, with legs air brushed. (4) 1938—same as No. 3. (5) 1939 
the leg than the foot’—in the same magazines and through wash drawing, air brushed legs with pen and ink spots. 
the same agency for the past 19 years and 38 seasons. Three (6) 1940-—pastel with air brushed legs. (7) 1941—screened 
basic leg sizes—Brev, Modite and Duchess—have been visual- line drawing with air brushed legs. (8) 1944—photograph of 
ized by “Three Smart Girls,’ who appear consistently in all paper cutouts, (9) 1946—crayon, with small figures in line 
the company’s magazine and newspaper advertising. The ad and wash. (10) 1948—line and wash with air brushed legs 
shown here indicate how the illustrative technique has been (11) 1949-—two-color combination line and wash, (12) 1951 


varied throughout the 
jubrey, Moore & Wallace 


story 


years without disturbing the basic 


Chicago, handles the account. 


sales 


two-color wash drawing. The logo varies from year to year, 


but the three-girl repetition is consistent 


failures 
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only slightly when I say that in the old 
agencies each new generation of laborers 
in the vineyard inherits precious little 
from the experiences of the generation 
that preceded it. 

Many years ago—about 25, I think— 
there was considerable discussion about 
the relative merits of small-space fre- 
quency versus big-space infrequency. At 
least one professor wrote a book about it. 
Which, for example, is better: 13 full 
pages in a weekly, or 26 half pages? Or 
would 52 quarter pages be better than 
either? 

Nobody knew then and, after a quar- 
ter of a century, nobody knows now. 
There is no pat answer to this question, 
for obvious reasons. But surely there have 
been many experiences in all of the older 
agencies from which it ought to be pos- 
sible to deduce a general principle. But 
does there exist in any agency a Book of 
Rules in which those experiences have 
been carefully recorded? I doubt it. 


Positive vs. Negative 

Then there’s the old question of the 
positive vs. the negative approach. That's 
one that has been kicked around since 
the turn of the century. Here again there 
is no pat answer, but certainly here again 
there is a general principle involved. But 
does any agency have a positive convic- 
tion on the principle—a conviction, that 
is, which is based on the sum total of 
many recorded experiences over the 
years? How many account executives, if 
pressed on this question by a client, 
could reply with honesty: “The copy I 
am submitting to you is based on our 
agency’s corporate experience. We have 
taken it right out of our Book of Rules.” 

Or take the hoary old question of long 
vs. short copy. Admittedly, a lot depends 
on the product and the problem, but in 
general it appears to me that the older 
agencies ought to at least lean in one di- 
rection or the other. My friend, mentioned 
in the first paragraph of this piece, ad- 
mits that his agency doesn’t lean either 
way. Fifty years of experience and noth- 
ing at all on this ancient question in the 
Book of Rules! “Whether the copy is long 
or short in any given case,” he 
“seems to depend on which one of our 
copy chiefs is heading up the account.” 

This situation is unique. In most 
spheres of human activity the lessons we 
learn today are carefully recorded for the 
students of tomorrow. The bridge engi- 
neer, puzzled over a problem of stress or 
strain, needs turn only to a vast library 
of recorded experiences. Great companies 
of engineers, such as General Motors or 
General Electric, have the history of ev- 
ery experimental bolt and nut in their 
record books. Great medical clinics, such 
as Mayo’s at Rochester, meticulously 
record every slightest finding 

But advertising, in or out of agencies, 
has no history. Great admen come and 
great admen go and take their secrets 
with them to their graves. Mistakes that 
were made 30 or 40 years ago are made 
over and over again today. Major per- 
sonnel changes within an agency often 
result in a new pattern of thinking; there 
are no stout old traditions, duly recorded 
in the Book of Rules, worth fighting for. 


says, 


Art Has No Book of Rules 

This little piece is not an attack on the 
older agencies. By and large, as every- 
body knows, they are very good. And 
perhaps it is not possible for any agency, 
old or new, to have a genuine corporate 
experience. Advertising is, of course, not 
a science; it is an art. And art, like ad- 
vertising, has no history, no Book of Rules. 
Great paintings and great literature are 
not the product of corporate experience, 
just as the great copy produced by the 
brilliant Claude Hopkins did not emerge 
from the agency’s Book of Rules. 

Yet it seems to me a pity that the older 
agencies have not maintained, year in 
and year out, a running record of their 
and successes and of exactly 
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what lesson each experience has taught 
them. They can pass on no legacy of 
talent, to be sure, but out of years of 
trial and error is there no heritage at 
all? I think there is. I believe it is pos- 
sible for agencies to have a corporate 
experience, and it is even conceivable 
that advertising may some day have, 
like medicine, a recorded history. 

The point is—if there is any point at 


The Eye and Ear Department... 


all to this essay—that there is still a 
great deal of trial and error in advertis- 
ing. Wouldn't it be wonderful] if adver- 
tising, like bridge building, did have 
an authenic Book of Rules? And wouldn't 
it be really something if my friend's 
agency could produce campaigns—or 
even little booklet offers—based on 50 
years of corporate experience”? 

But maybe it’s just a dream 


The Realistic School 


Every Wednesday night, over NBC, 
Kraft Foods Co. brings to a waiting world 
one of the countless private eye stories 
that plague radio and TV alike. This one 
is called “The Falcon” and is appropri- 
ately presented by a 
cheese company. The 
kindest thing any- 
one can say about a 
private eye story is 
that it is “slick”—done 
in the tradition estab- 
lished by Dashiell 
Hammett when he 
wrote “The Thin Man.” 

The only difference 
is, The Falcon (played 
by Les Damon) doesn’t have 
either a wife or a secretary to trail along 
after him—or get him out of tight spots. 
He even answers the phone himself— 
announcing himself as The Falcon. Natur- 
ally, if that happened in real life, one 


les Damon 


might think he had mistakenly dialed 
the zoo. And they call this the realist 
school. 

Just to add to the realism of the whole 
thing, Kraft throws in an occasional com- 
mercial on Miracle Whip—with a sort 
of male Greek chorus chanting “Miracle 
Whip” while a girl recites a rhyme about 
the product, with such endings as 
“pleasin’” and “teasin’.” 

Just to keep this column from being 
called “The Eye Department,” your re- 
viewer must occasionally tune in a ra- 
dio program. It’s not an easy task. Not 
that TV is irresistible, but neither is ra- 
dio. When he switches to the latter, your 
reviewer finds himself seeking out the 
platter programs. These are much easier 
to listen to and even the commercials seem 
to be more entertaining. Your reviewer 
also enjoys news programs. They have 
so much more suspense than private eye 
programs. 


Let's Not Be Kind to Copy 


This exceptionally interesting analysis 
of current advertising copy is excerpted 
from a speech by John E. Davis, editor of 
“Shell Progress,” given before the New 
York Financial Advertisers and repro- 
duced in the “Bulletin” of the Financial 
Public Relations Assn. 

One of the most effective pieces of 
copy anybody ever wrote is a bank check. 
It is simple, direct, and beautifully clear 
It is concrete. It is specific about the par- 
ties directly interested; and it carries a 
strong personal appeal to the individual 
who gets it. It is, in short, dramatic. And 
above all, it is—or had better be—honest. 

Try those criteria out on your advertis- 
ing and public relations copy. Good copy 
is always focused sharply on the reader. 
It’s easy—and very dangerous—to for- 
get him. He’s more important than the 
writer, or the company, or the product 
itself. He buys—or doesn’t buy. 

So check your copy by your reader. 
Here are the checks to make: 

1. Can he read it? Have pity on your 
reader’s eyes. Don't try to get too much 
copy into the space you're paying for. 

2. Will he read it? Here you have three 
things to check. 

First: Story value. If you don’t tell a 
story of direct and immediate interest 
to your reader, you're wasting your time. 

Consider the bank check: a story of the 
most immediate interest to the holder. If 
you can write ads with the same direct- 
ness of appeal, you're in the upper brack- 
ets. And it can be done. 

So watch for story value. 

Second: Simplicity and clarity. Don't 
ever be ashamed of writing copy that a 
gradeschool graduate can understand. 
Even small fry are prospects for bank 
accounts. 

And relax. Don’t be afraid of easy, c»i- 
loquial speech. It won’t unfrock even a 
financial writer. Gimbel’s has made ad- 
vertising history with it, and sold a lot 
of merchandise—which is more impor- 
tant. 

Third: Economy. One of the best things 
you can do to copy is to cut it. Or destroy 
it utterly, and start over again. Let’s not 
be kind to copy. A lot of the rhetoric 
that may sound beautiful to you can be 


— 


just so many words to the reader. 

But keep this in mind: Economy may 
or may not mean brevity. 

One of the best ads I ever read ap- 
peared in Time for May 8, 1950. It was 
bought by Merrill Lynch, Pierce, Fenner 
& Beane. it takes three full pages of small 
—small, but legible—type to explain, 
“What everybody ought to know about 
this stock and bond business.” You've read 
it, probably. I read it, every word of it, 
though I am allergic to three-page ads 
in small type. 

Why? First, because it’s a story of in- 
terest to me. (Story value—remember?) 
I have five or ten bucks in stocks, and 
may have an opportunity to try ten more 
some day. Second, because the copy is 
clear enough—and on the stock market, 
yet easy for even me to understand. And 
it’s tightly enough written so that not 
even a word appears to be wasted. 

Well, let’s assume that the reader can 
and will read the copy you've prepared 
for him. Now we check for the payoff: 

3. Will he BUY it? 

This one breaks down into two parts: 

First: Does he believe and respect your 
story? Unless you believe in your own 
story, don’t expect the reader to buy it. 

Second: Have you provided the kicker 
—have you given him something definite 
and easy to do? Did you end your copy 
with, “We welcome new accounts?” Or 
with “Come in and see Mr. Honeyberry 
about that loan today?” There's a lot of 
difference. 

And there you are—the Complete 
Little Gem Copy Checker for Perfect 
Results. 

So? 

No. 

Sorry; it’s not enough. Copy needs an 
occasional kick in the pants—and so do 
copywriters. A well-placed, well-timed 
kick can do wonders. 

Many of you will remember the pro- 
motion piece Time got out last March: 
“Strictly for the Birds.” With such lovely 
japeries as the duck-billed platitude and 
the extra-marital lark, it hooked Time 
as an advertising medium with Time as 
an eminently readable weekly. And the 
letter of transmittal from Harry Phillips 


| The Creative Mars Co 
‘ 
‘ 
, McCall's magazine, in which these advertisements appeared, has been fea- 
‘ turing in its own promotion, its “editorial emphasis on service material.” 
t When a magazine the size of McCall's emphasizes service material, it must 
‘ be because that’s what its readers want 
) McCall's, as a matter of fact, has kept this fact no secret 
seem, therefore, that advertisers, given a completely free and generous tip 
would go and do likewise. And, to a large extent, they have 
Two of these advertisements, however, go so far as to vie with McCall's 
‘ 
‘ 
) 
, 
‘ 
‘ 
‘ 
? 


visualize what it talks about. 
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own editorial material in their manner of presentation. The illustration in the 
O-Cedar Dri-Glo ad amply visualizes the kind of gloss that Dri-Glo delivers 
—in no unmistakable terms. Another comparable ad in the same issue—for 
Bruce cleaning wax for floors, a fairly revolutionary product—simply states, 
“No more scrubbing or mopping before waxing floors—Bruce is easier than 
any ‘self-polish’ or your money back.” However, it makes no attempt to 


The Kraft mayonnaise ad, too, does an excellent job of visualization. This 
is service information as a reader welcomes it—clearly and simply presented 
and extremely usable. By contrast is the Best Foods ad which, while it offers 
two recipes, emphasizes the manufacturer's rather than the reader’s point 
of view. Not what-is-it but what-it-can-do-for-me is what a reader seems to 
be primarily interested in. And, as McCall’s has apparently found out, the 
reader would like to be shown, too, as well as told 
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and it would 
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was terrific copy. “Dear Mr. Davis. 
Then a crude drawing of a bird follow- 
ing a trail of seeds down to a trap en- 
titled “Time.” And that’s all, except for 
“Cordially,” and the signature. 

A sense of humor, for financial copy? 
Why not? It hasn't hurt the utilities. How 
many of you have seen that little book- 
let put out by the Souhern Pacific—“Why 
don’t trains Fly?” With drawing and copy 
that only seem ingenuous, it does a won- 
derful job of spoofing airline advertis- 
ing. No malice; just good clean fun. But 
it makes its point. It’s good copy, and 
good public relations 

If you’re looking for a new formula, 
try this one: Brighten the copy where 
you are. Or, to borrow a phrase from 
another field of advertising: Watch out 
‘for tattle-tale patterns, and break ‘em up. 

Here are some of the patterns that are 
putting some of the readers to sleep: 

1. The cult of the pseudo-scientific. As 
far as I know this hasn't hit the financial 
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field yet; but there must be a strong 
temptation to talk stuffily from the 
mountain-top about economic mysteries 
that Joe Reader doesn't savvy. And I'm 
happy to see that many of you are re- 
sisting it 

2. The cult of the fear-monger. This is 
rampant in the deodorant field (and oth- 
ers), and seems to be creeping into acci- 
dent insurance. Apparently it works. The 
trick is to determine just when the reader 
becomes too neurotic to be a reliable cus- 
tomer 

3. Cult of the so-what testimonial. This 
ranges from the Man of Distinction to the 
stock photo of an anonymous but prudent 
and dignified investor. The testimonial 
approach, rightly used, can influence a 
lot of buyers. Carelessly used, it may 
be a substitute for imaginative copy- 
writing. Which is another way of saying 
a kick in the pants. Or, simply: Drama 

4. Cult of the irrelevant. This includes 
the testimonial, but takes in the snob 
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Also the 


pitch 
in a vague way-— 
Bank ads often fall un- 


happily into the pun class. Recommended 


appeal and the celebrity 
pun, which only seems 
to be relevant 
i kick in the pants 

5. Cult of the asterisk. This one is get- 
ting to the point where you can't read an 
id any more without skipping from the 
third line to practically any place else in 
Sometimes it’s for a copyright 
notice; sometimes to keep a toe-hold on 


honesty. If this 


the layout 


keeps up, it’s going to 


irive readers mad. Too mad to read an 
id 

6. Cult of the quote. The really literal 
copywriter knows a figure of speech when 
he remembers one, or—blessed occasion 
thinks one up. When you find a figure of 
speech in quotes, it’s pretty sure to be a 
rare old vintage from a rare old vintage 

iter. Like Shaving Cream 


makes you feel, quote, fresh as a daisy, 


wl “Gooey 
unquote.” 

This is the garden 
where the lazy 
For him a bever- 


7. Cult of the cliche 
of straw-flowers copy- 
vriter loves to, browse 
ige that is 60 neutral spirits 
The Courtly Monarch of Whiskies 


thing a Woman wears, or puts on the ta- 
g 


become 
Every- 


lovely, 
And so 


ble, or hangs over the windows i 


or loveliest. Or makes her lovely 
on 
Now all this enough 


seems harmless 


Tips for the Production Man... 


-_ 


evocative 
and 


on the choose 
words to get emotional 
emotional reactions, goodness knows, are 
compelling factors in human conduct 
But the cliche is a sleazy, second-hand 
bid for emotional reactions. It is robbery 
from two points of view. First, the adver- 


You 


surface. 
reactions; 


tiser’s. The glamor fades quickly from a 
word that has been kicked around care- 
lessly; it ceases to register. More impor- 
tant still, the word gives the copywriter 
He fails to think about his 
product enough to give it the precise ap- 


an easy out 


peal that may make the sale 
Second, it’s robbery from the 
himself. The happy-go-lucky use of words 
and phrases because they come easily, or 
have a hypodermic effect, 
is the surest way of debasing and destroy- 


write! 


because they 


ing the tools of our trade. 

There was a time when the word “vital” 
had a meaning of the first 
It meant that life itself involved 
Now you can find a copywriter talking 
“the vital space between 
members” in an automobile. Who's going 
to invent a new English language, when 
this one has been wrung out and thrown 


importance 
was 


about frame 


away’ 

For us who are trying to make a liv- 
ing out of words, words are the only tools 
If we don't respect them and 
understand them, better get 
another line of work 


available 


we'd into 


Get Printer’s Help on Selection 
| of Two-Sided Cover Stock 


i By Kennetu B. BuTLer 
: In the planning of catalogs, brochures, 
Booklets, and reports, the production man 
@any times is faced with the problem of 
two-sided cover stock. If it is not a prob- 
f@m to the advertising department, it 
still may add to his press-running costs 
the point where he wonders if he can 
hes to use them, even though they add 
@uch to the beauty of the printed piece 


two-sided 


cover 


TOUGH ON PRINTER— The 


stock shown here, varying considerablh 


in texture from one side to the other, is 


diffieult to print on both sides. Usually 


t is better not to use such stock unless 


one side is to be left blank 


The problem is due to a difference in 


texture. finish, or color between the two 


sides. In such cases the covers may not 
be run Work-and-turn but must be han- 
dled as two separate runs provided there 


is printing on the inside covers 


e If the run is short, there is no material 
increase in cost. Smaller 
lower hour costs could solve the problem 
except that often the circumference o! 
the cylinder on small presses may not be 
large enough to handle stiff cover stocks 
with best results or economical speed 

Here is a checklist of ideas that 
help to alleviate the problem: 

1. Select an alternate stock with less 
noticeable two-sidedness. 

2. Plan the job so that inside cover 
printing is limited to one color (provided 
outside is printed in two or more colors) 

3. Electrotype the material two-up and 
use full capacity of press selected for the 
job. The additional electrotype cost prob- 
ably will be less than the additional press 
time. 

4. Print the cover of another booklet in 
the same form. Workable if quantities are 
the same. 

5. If the weight to be used 
consider the use of duplex cover—cover 


presses with 


may 


is heavy 


sheets pasted together by the papermaker 
with the same stock on the reverse as on 
the front. 

In planning the size and printing of 
any cover stock, grain direction is im- 
portant, Texture and finish usually have 
a definite direction, so stock must be cut 
to maintain direction of texture. Folding 
should be with direction of grain, not 
against it. A booklet size that may figure 
out On paper may thus cut to a waste in 
production. So consult 


practical vour 


printer or paper dealer if in doubt 


Mail Order and Direct Mail Clinic... 


How to Get More Sales from Your Customers 


By Wuirr NortHMore SCHULTZ 
Every business can sell more by using 
the mails 
Let’s take gift shops, for.example 
Everyone likes to receive gifts 
That's a simple fact...but I 
many gift shops are overlooking 


wonder 
how 
this” 

In a town of 10,000 people someone is 
always having a birthday, a wedding, an 


anniversary. And how about gifts for 


the graduates” 

And what about all those other g 
giving times? Christmas. Easter. Mother's 
Day. Father's Day. Thanksgiving 

By using direct mail regularly, 
gift shop owners and proprietors of other 


ft. 
il 


alert 


businesses can keep their names before 
their buying public 

In addition, they can, by post card, or 
some other type of direct mailing piece 

1. Create a demand for their merchan- 


2. Bring back lost customers 

3. Keep old customers 

4. Announce new products or services. 
5. Welcome new customers. 


6. Announce address changes, new 
phone numbers. 

7. Promote special sales 

8. Build good will 

Business men will do well to reach 
their customers regularly 
@ Here's a quick list of half a dozen 


varied types of businesses and organiza- 


tions that might use direct mail effec- 
tively: 
Gas Stations—announcing a new, 15- 


Employe Communications... 
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minute car wash 

Dentist—reminding a patient about a 
future appointment. 

Church—a daily or 
to make the day brighter 

Hardware store—announcing new gar- 
den supplies that will make their cus- 
tomers’ gardens easy to manage. 

Dress shop—telling customers that new 
New York styles have just arrived. 

Department stores—announcing clear- 
ance sales. 

Yes, you can get more sales from your 
customers if you reach them regularly 
by clear, direct, simple, friendly letters, 
post cards, or other mailing pieces 

Try it and see! 


weekly message 


Industrial Harmony Is No Accident 


Py Ropert Newcoms and Marc SAMMONS 


After wage 
cently between officials of Stop & Shop 
Inc., a live-wire food chain with numerous 
retail outlets in New England, 
representatives of the union, the boys all 


agreements were signed re- 


and the 
dropped around to the Harvard Club in 
Boston for a good lunch and some amiable 
conversation. This event was duly chron- 
a brisk little bi-month- 
ly periodical for employes, and the wholly 
friendly and 
executives and business agents were pic- 
tured 

After four vears of operation, the em- 


icled in “Stopics,” 


relaxed faces of company 


ployes’ savings and profit-sharing trust 
fund at American Wheelabrator & Equip- 
ment Corp., Mishawaka, Ind., totals near- 
ly $1,000,000, this accomplishment 
is noted at length in 


and 
some “American 
Parade,” a journal issued monthly to com- 
pany employes 

On the cover of this particular issue, 
the company 
shaking hands with the president of the 
union, while other officials of the com- 
pany stand looking on. In that issue the 
union president has a published statement 
which reads 


president is shown affably 


e “We feel that this is the best pension 
fund plan that we have seen. The fact 
that the plan has reached nearly a mil- 
lion dollars in four vears reveals its un- 
limited possibilities in building up a sub- 
stantial retirement fund for each of our 
workers. Since we are aware that each 
employe’s efforts toward greater produc- 
tion is the decisive factor in the amount 
of money added each year to the fund, we 
are determined to production 
in 1951.” 

For some time now, the “Seibeneer” of 
the Seiberling Rubber Co., Barberton, O., 
has carried a column of union material 
called “News of Local 18.” This is 


increase 


a by- 


lined, uncensored department, and in the 
latest issue the union's spokesman deals 
with the following revolutionary themes 
(1) The volunteer blood bank needs more 
support from union members for the boys 
in Korea, members are 
help; (2) The plant safety 


and urged to 
record is not 
as good as it should be, so members are 
asked to work more carefully and to pay 
of fellow 
A member is congratulated 
on his appointment to the local Commun- 
ity Chest board of directors, and (4) The 
film, “In Our Hands,” produced coopera- 
tively by Borg-Warner and Inland Steel 
Co., has been chosen for showing by the 
union's educational committee at the 
next regular meeting. “Don’t miss it,” the 
columnist from the union adds, * 


greater attention to the 
workers; (3) 


safety 


it’s tops!” 


s Here are three examples of manage- 
ments’ demonstration of their practical, 
down-to-earth talent for knowing news 
when they see it. Ten years ago it would 
have been next to impossible to find, in 
any management journal, a reference to 
the unions. The management journals are 
not precisely lopsided with union news 
today. But there is some mild evidence 
that, since unionism is generally acknowl- 
edged to be here on a more or less per- 
manent basis, management may as well 
be aware of it. 

If the editorial certain 
company are to be scrupulously followed 
in its communications program, then the 
fact that the officers of a local union had 
descended en masse on the blood bank 
given a pint apiece would not be 
news. It would not be news because it 
had been decreed that no activity of this 
union is hews. And this is no fancied situ- 
ation; this is a case in point. 

We have come far in relations with em- 
ployes. We have much farther to go. 


policies of a 


and 


ANNUAL FOOD STORE SALES PER CAPITA- 1940 AND 1950 


TEN-YEAR FOOD SALES RECORD—Changes in the annual sales of food stores per capita, be- 
tween 1940 and 1950, are shown in this chart prepared by A. C. Nielsen & Co. and 
included in that organization’s “annual report” to its Food Index clients. 
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FABIAN BACHRACH 


MARION HARPER, JR. 


At 34, Marion Harper, Jr., President of McCann-Erickson, Inc., is one 
of the youngest chief executives of a major American business. 

Mr. Harper became president in December 1948, nine years after he 
joined the agency as an office boy-trainee. One of Mr. Harper's main 
advertising interests. research, dates back to his first job in the agency. 
After promotion from his duties as office boy, he entered the agency's 
Research Department, where successively he held the posts of Manager 
of Copy Research, Director of Research and Vice President in Charge of 
Research and Merchandising. In 1946 Mr. Harper was made a Director 
of the Company and in May 1947 he became Assistant to the President 


important to 


Says MARION HARPER, JR. 


President, 


McCANN-ERICKSON, INC. 


“ADVERTISING AGE, with its com- 
plete coverage of events in the advertising 
industry, is a constructive habit among 
employees of McCann-Erickson. 

“Of particular interest to me are the 
special features—the Creative Man's 
Corner, Last Minute News Flashes and 


many others.” 


and a member of the Executive Committee supervising the agency's 
planning. 

Mr. Harper is a member of the Research Committee of the American 
Association of Advertising Agencies, a member of the Special Committee 
for Advertiser Relations and a Director of the Advertising Research 
Foundation. He is also a Director of the Knickerbocker Federal Savings 
and Loan Association, a Trustee of the Institute of General Semantics, a 
member and past President of the American Public Relations Association 
(New York Chapter) and Chairman of the Advertising and Publishing 
Division of the 1950 Boy Scout Campaign 
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ASHLAND 
HOME OF HENRY CLAY 
LEXINGTON, KENTUCKY 


Distinction 


This fine old house was originally 
designed in 1806 for Henry Clay 
by the architect Latrobe and oc- 
cupied by Clay until his death in 
1852. The reserved simplicity of 
the entrance is based on good 
use of classical motifs and the 
grace of a Paladian window 
above the balcony. 


Mrs. Clay's garden behind the 


- house was the work of the fa- 


me 


_ mous L’enfant who laid out the 
city of Washington. Clay's house 
is in the best tradition of the 
period and was the fitting yet 
simple home of a distinguished 
statesman. 

It is Jahn and Ollier’s guiding 
belief that the care and effort of 
fine craftsmanship, when applied 
to the making of modern printing 
plates, results in advertising 
which has the compelling quality 
of true distinction. 


Jann & 
Ollier 


ENGRAVING COMPANY 


CHICAGO'S LARGEST 
FINE PHOTOENGRAVING PLANT 
color process, zincs, halftones, 
offset reproductions 


817 West Washington Boulevard, 
Chicago 7, Illinois 


call MOnroe 6-7080 


Who Kids Who When 
Raleigh Saves on Ads? 


(Continued from Page 1) 
it because the money it might 
spend on advertising it puts in- 
Stead in tobacco and premiums. 
Nobody explains who pays for the 


radio time or underwrites Link- 
letter. Presumably the network 
or how else could Raleigh do 
TP 


It was this comment which in- 
duced Mr. Burgard to suspect that 
Eye & Ear was listening to the 
commercial with only one ear, and 
to send on the ad reproduced here, 
making it “clear” that Raleigh 
does not discount the value of ad- 
vertising; it merely spends its ad- 


i vertising dollar differently 


e@ The ad—certainly an unusual 
ad for a cigaret-—-appeared as a 
full-color tabloid page in the mag- 
azine sections of 29 papers, in- 
cluding the Metro Group and op- 
tional papers, and some Locally 
Edited and independent Sunday 
magazine sections, at a total cost, 
as nearly as AA can estimate, of 
$45,201 for the one-time shot. 
It makes two major points: 
“All leading cigarets are made | 
of quality tobaccos! Thus the only 


important difference in cigarets| 
is value’’—and Raleigh provides} 
extra value by providing profit- 


sharing coupons. 

2. Raleigh can provide this ex- 
tra value because “Raleigh puts 
87¢ out of every advertising dollar 
into premiums, only 13¢ into the 
words and pictures of advertising. 
Other cigarets put all their adver- 
tising money into words and pic- 
tures.” 


@ The Eye and Ear Department 
indicated that, in its opinion, using 
advertising to tell how money 
saved by not advertising is not a 
valid argument; Mr. Burgard says 
that the argument is completely 
true and valid, and that Eye & Ear 
did not listen very carefully. 

What are the facts? 

To determine just how 
big cigaret companies,” including | 
Raleigh, were spending their ad-| 
vertising dollars, ADVERTISING AGE| 
took the 1950 estimate of domestic | 
sales for leading brands, as pub-| 
lished in the Dec. 30, 1950, issue 
of Business Week, and matched} 
them against the expenditures for! 
those brands in magazines, news- | 
papers, network radio and TV, as 
published in ADVERTISING AGE. 


is 


“most 


} 
@ Details of the findings are shown | 


in the accompanying tabulation 
Actually, Raleigh's expenditure in 
the measured media—for advertis- 
ing, not for premiums—was $1,- 
057,724 in 1950, and this was in-| 
the lowest dollar expendi- 
ture for any major cigaret, the} 
next lowest being for Pall Mall 
($1,877,661) and the highest for 
Camel ($11,748,718). 

But Camel's mammoth expendi- 
ture was at least partially respon- 
sible for the sale of an estimated 
97.5 billion cigarets, while Ral- 
eigh’s was put against a sale of 
7.5 billion, and Pall Mall’s sales 
were 23 billion. The cost of adver- 
tising, in 1950, per million cigarets 
sold, stacked up like this: 


deed 


BRAND AD EXPENDITURE 
PER MILLION | 

CIGARETS 

Camel ... rail $120.50! 
Lucky Strike . 103.25 
Pe 114.66 
Philip Morris ...... 214.40 
Pall Mall ...... 81.64 
Old Gold ... 290.06 
Raleigh .... 141.03 
@ It becomes obvious, therefore, 


that if Raleigh is “saving” 87¢ of 
every advertising dollar to put in- 
to premiums, its advertising cost 


is enormously out of line. The ad- 
vertising dollars it spends to ad- 
vise the public that it is not spend- 


| pack 


ing very much money on advertis- 
ing add up to a greater amount, 
per million cigarets sold, than the 
advertising dollars which Camel, 
Lucky Strike, Chesterfield and 
Pall Mall are spending to sell their 
cigarets! Only Philip Morris and 
Old Gold put more advertising dol- 
lars per million of sales against 
their brands in 1950! 

And that isn't all. According to 
Raleigh's own ad, the other cigaret 
companies spend all their adver-| 
tising money for “words and pic-| 
tures,” whereas Raleigh spends 
only 13¢ of its advertising dollar 
for these advertising impedimenta. 

So the advertising expenditure 
figures on Camel, Lucky Strike, 
Chesterfield, Philip Morris, Pall 
Mall and Old Gold are “total” ad 
expenditures, but the figure shown 
for Raleigh is only 13% of its ad- 
vertising dollar—the other 87% 
going into premiums 


e That means that Raleigh’s 1950 
advertising expenditure of $1,057,- 
724 was only 13% of its advertising 
budget for that year; and if this 
is true, its total advertising bud- 
get must have been $8,136,338.46. 

This adds up to an expenditure, 
per million cigarets sold, of $1,- 
084.85—almost four times as many 
dollars per million as the next 
highest major cigaret producer, 
and almost 13 times as much as 
Pall Mall, the lowest. 

These figures are literally amaz- 
ing. A million cigarets make 50,- 
000 packs. The “most efficient” ad- 
vertiser—Pall Mall—is therefore 
investing approximately one-sixth 
of a cent per pack in advertising, 
and the “least efficient” advertiser 
—Old Gold—is investing less than 
three-fifths of a cent per pack in 
advertising. 


s Raleigh is putting more than 
one-quarter of a cent per pack in- 
to the “words and pictures of ad- 
vertising,” which in itself is higher 
than the average figure. But it 
Says in its ad that “the coupons 
in every carton of Raleigh plain- 
tipped cigarets are worth 10% 
cents in cash, up to 25¢ in pre- 
miums.” Take the cash figure, and 
you must add more than l¢ per 
pack to the “advertising” cost of 
Raleighs—bringing the advertis- 
ing-plus-premium cost to 144¢ per 
an advertising cost which is 
enormously out of line. 

In fact (and even though it is 
obvious that a high percentage of 
the Raleigh coupons may not be 
redeemed for either cash or pre- 
miums), Raleigh's own story de- 
velops into one of the greatest 
testimonials to the efficacy and 
effectiveness of advertising that 
has ever been told. Otherwise, how 
explain that by “saving” money 
on the “words and pictures of ad- 
vertising,” Raleigh’s advertising 
cost many times higher per 
package than the cost for those 
cigaret brands which use advertis- 
ing to sell cigarets instead of to 
sell premiums? 

The Eye & Ear Department 
may have listened to the Raleigh 
commercials with only one ear. 
But one ear—or one eye—and a 
mite of common sense are enough 
to indicate that the arithmetic and 
the reasoning in the Raleigh ad- 
vertising will not win a Nobel 
prize in either mathematics or 
logic. 


Is 


Tomi Block Joins Cunningham 
Tomi Block, formerly with Fed- 
eral Advertising Agency, has 
joined the creative staff of Cun- 
ningham & Walsh, New York. 


‘Farm & Ranch’ Names Jordan 


BRAND SALES 
Camel 97.5 

Lucky Strike 86.0 
Chesterfield 65.0 

Philip Morris 40.0 

Pall Mall 23.0 

Old Gold 19.5 
*Raleigh 7.5 

Sales figures are from Business Week, Dec 


Advertising Age, July 9, 1951 


Cigaret Sales and Advertising, 1950 


ADVERTISING 


AD COST PER 


(BILLIONS) EXPENDITURES MILLION SOLD 


$11,748,718 $120.50 
8,879,321 103.25 
7,452,939 114.66 
8,576,189 214.40 
1,877,661 81.64 
5,656,094 290.06 
1,057,724 141.03 


30, 1950. Advertising expenditures are from 
A 


Publishers’ Information Bureau and Bureau of Advertising, ANP. 
*Not included is $10,340 spent for premium redemption advertising notices 


Headley-Reed Names Barnes 


Clark Barnes, formerly West 
Coast manager of Burn-Smith Co., 
nas been named Hollywood man- 
ager of Headley-Reed Co., radio- 
| TV station representative. He re- 
places Harold Lindley, who 
signed. 


Hambro Will Market Bird's 
Bird’s dessert powder, a British 
| food product, will be sold and dis- 
tributed in this country by the 
food division of the Hambro Trad- 
ing Co. of America. The product 
is made by Alfred Bird & Sons, a 
subsidiary of General Foods. 


re-| 


Kahn's Names Mehbohm A. M. 

R. G. Mehbohm, formerly ad- 
vertising manager of Roberts Bros. 
store in Portland, Ore., has been 


named advertising manager of 
Kahn's department store, Wash- 
ington, effective July 15. 


(=) Save with $1.00 art 


$1 buys the prestige of top 


agency art for your ad under our 
reproduction plan. Select from 4000 


subjects, pay only $1 for those you use 
be Recognized agencies, Natl. Ad Mg 
(fea for tre hen t use” agreement 


STIVERS STUDIO 


67 MAIN ST « SAN FRANCISCO 5. Cai 


WTAR §S 
The Norfolk 


ells ALL 


Metropolitan 


Sales Area for You! 


WTAR is the profitable 
and able-to-buy Norfolk 


way to sell the big, eager 
Metropolitan Sales Area— 


Norfolk, Portsmouth, Newport News, Virginia. 

According to BMB, 95°% of the families in this four- 
county sales area listen to WTAR regularly. Hooper says 
that most Norfolks listen most of the time to WTAR. Add 
the fact that WTAR delivers more listeners-per-dollar 


than any other local station or combination of stations. 


Easy to see why WTAR reduces sales costs, increases 


sales and profits. 


MARKET DATA—Norfolk Metropolitan Sales Area 


POPULATION = JRETAIL SALES- 1950 EFFECTIVE BUYING INCOME 
ESTIMATES] ESTIMATES GD _\90 
wt 5) JM ESTIMATES 
Total | Families | Dollars Net 
(in {in (on % Dollars Per Per 
Thou Thou Thou of in Capita Family 
sands sands sands USA Thousands 
} 
Norfolk- Portsmouth | 
Metropolitan Area. | 419.4 107.2 {$375,623 2677 $509,403 $1,215 $4,752 
Newport News | 
Metropolitan Area. | 144.5 389 113,954 0812 182,051 | 1,260 4,680 
TOTAL 
Norfolk Metropolitan 
Soles Areo.... $63.9 146.1 489,577 3489 691,454 1,226 4,733 


WTAR: TV 


William T. Jordan has ad cuamect ¢ 


named sales promotion manager of | 
Farm & Ranch-Southern Agricul- | 
turist, Nashville. 


Nationally Represented by 


NBC Affilicte 
5,000 Watts Day and Night 


Inter-connected NBC, CBS, ABC, 
& DuMont Television Networks 


EDWARD PETRY & CO., INC. 
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Avaattag tas, dat %, th 
Magazine Ad 
Revenue Up8% 
for First Half 


Total Hits $282,000,000 
for Six Months, PIB 
Report Indicates 


New York, July 5—Magazine 
advertising revenue for the first 
six months of this year was up 
8.7% over the same period in 1950 
for the 102 publications measured 
by Publishers’ Information Bureau, 
according to figures released by 
that organization this week. 

Total gross revenue for the 
period, based on one-time rates 
and not taking into account fre- 
quency discounts, was $282,196,323, 
as compared with a first six 
months’ gross of $259,621,993 in 
1950. 

The six business magazines 
measured by PIB recorded the 
largest total increase of any group, 
with income up a fat 23%, from 
$7,055,418 in °50 to $8,703,675 this 
year. 

The four fashion magazines 
measured showed the next largest 
increase, posting $9,344,270 this 
year as against $7,997,629 last year, 
a gain of almost 17%. 


@ The seven magazines in PIB's 
home group had a 13% gain, with 
revenue up from $18,580,901 in 
‘50 to $20,991,699 this year. Close 
behind this group in percentage 
gain were the weeklies, with a 
whopping $123,933,724 for the first 
six months this year, as compared 
with $110,382,042 for the same 
period last year, a gain of more 
than 12%. 

Only four of the groups meas- 
ured showed a loss in revenue— 
outdoor and sports, three maga- 
zines, down 9%; movie-romance- 
radio, 22 magazines or groups, off 
7%: magazine sections (not in- 
cluding The American Weekly, 
Parade and This Week Magazine), 
five publications, down 3.5%, and 
farm, six magazines, off 1.5%. 


@ Life ($43,089,969), The Saturday 
Evening Post ($34,121,636), Time 
($14,229,834), and Ladies’ Home 
Journal ($11,484,173) occupied the 
top four spots on the revenue list, 
in exactly the same positions they 
held after the first six months of 
1950. 

Better Homes & Gardens moved 
into fifth position, displacing This 
Week Magazine. BH&G recorded a 
15% gain, with revenue increasing 
from $9,962,688 in °50 to $11,413,- 
731 this year. This Week was sixth 
with $10,911,380, a gain of some 
$850,000 over last year. 

Look, which was in ninth posi- 
tion on June 30, 1950, jumped to 
seventh, with revenue soaring 
23%, from $7,937,749 to $9,743,833. 
Collier’s remained in eighth place 
with total revenue of $9,197,871, a 
gain of 16%. 


e Good Housekeeping, tenth last 
year, moved into ninth position 
with $7,904,187, almost $200,000 
more than its first six months of 
1950 figure. 

The American Weekly was the 
only member of the “big ten” to 
show a decrease in revenue, drop- 
ping more than 18%, from $8,822,- 
954 in °50 to $7,182,895 this year. 


First Six Months Advertising Revenue of Magazines 


(Based on one-time rates) 


As Measured by Publishers’ Information Bureau 


Magazines with an * furnished figures directly to AA 


Jan. -June dan. -June Jan -June dan -June 

| 1951 1950 1951 1950 
Life $43,089,969 $39,723,269 Nation's Business 694.167 662.254 
Saturday Evening Post 34.121.6 30,916,130 American Legion 630.745 651.914 
Time . 14,229,834 12,157,472 Coronet 630,163 522.567 
Ladies’ Home Journal! 11,484,173 11,435,756 Mechanix Illustrated 601,815 539,384 
Better Homes & Gardens . 11,413,731 9,962,688 Cue 551,693 431,024 

| This Week Magazine ... 10.911, 380 10,060,108 t*Modern Screen (DMG) 211 581,041 

| Look 9,743,833 7,937,749 Everywoman's 532.114 
Collier's . 9.197.871 7.940.846 Small Homes Guide 520,139 430.521 
Good Housekeeping . 7,904,187 7,718,075 Modern Industry 512,063 423,223 
American Weekly 7.182.895 8,822 t*Modern Romances (DMG) 490.929 520.084 
Woman's Home Companion 6,318,319 5,746,425 N. Y. Tribune-This Week 447,281 354,154 
Newsweek 5,971,709 5,049,937 Living 441,970 259,948 
McCall's 5.476.607 5,089,152 Town & Country 415.078 337,243 
Business Week 4.780.968 3,568,336 Scholastic Magazine 378,103 237,527 
Woman's Day .. 4,604,945 3,512,435 Argosy 371.773 214,274 
Country Gentleman 4.592.628 4,756,030 Screeniand Unit 351.873 288.250 
Farm Journal 4,479,157 4,461,728 tPhotoplay (TSWG) 344,753 394.885 
Parade 3,634,179 2,819,037 Better Living 336.640 —_—_— 
Puck-the Comic Weekly 3,616,575 3,773,025 }*Motion Picture (FWG) 3% 4% 336. 381 
American Home 3,537 3,430,327 Grit 255.119 304 
The New Yorker 3,535,336 3,169,056 Ideal Women's Group 240.516 220,173 
Vogue 3.327.471 2,708,212 Forbes 239,101 199,112 
Family Circle ....... 2.928.796 1,982,353 Boys’ Life 228,080 216,754 
First 3 Markets Group 2,625,827 2.885.069 Dun's Review 218,501 191.485 
New York Times Magazine . 2,328, 306 2,354,820 Hillman Women's Group 214,626 216,911 
House Beautiful ...... 2.298.905 2,067,394 Dell Men's Group 186,558 198.013 
Fortune cian anaicn 2.258.875 2,010,208 Gourmet 184,225 156.8 

| Progressive Farmer .... 2.236.838 2,232,467 t*Screen Stories (OMG) 167,568 187,234 
U.S. News & World Report 2,164,490 1,611,905 Atlantic 146.942 112.158 
Holiday ‘ 2,146,267 2,104,158 Elks Magazine 146.800 1%.58 
Harper's Bazaar 2.097.603 1,797,562 Harper's Magazine 128.549 136.026 
Successful Farming . 2.072.131 2.001.648 t*Movie Story (FWG) 121.885 166.934 
Esquire 2.064.027 1,783,152 {Senior Prom 86.838 193,698 
Parents’ Magazine 2.037.451 2,091,675 Ideal Romance Group 82.052 75,632 
Seventeen .. - 1.799.662 1,749,059 Fawcett Screen Unit 77,611 97.438 
True Story Women’s Group 1,710,977 1,701,823 tTrue Romance (TSWG) 63,343 88 
Household 1,598,079 1,600,656 Ideal Movie Group 39.751 50 
Cosmopolitan 1,577,516 1.929.559 Hillman Movie Group 29.881 47,477 
House & Garden 1,540,491 1,431,192 tRadio & Television Mirror 
Mademoiselle 1,497,713 1,475,215 (TSWG) 26.601 36.542 
American Magazine 1,481,788 1,660, 308 tTrue Experiences (TSWG) 9.396 28.683 
Capper's Farmer 1,425,380 1,486,485 tTrue Love Stories (TSWG) 16.745 19,160 
National Geographic 1,404,342 1,417,959 +Personal Romances (IWG) 8.306 26.061 
Glamour 1,382,112 1,167,695 *tIntimate Romances (I1WG) 3,501 1,402 
Popular Mechanics 1,327,587 1,336,172 *+Movie Life (IWG) 1.601 900 
Yotey s Woman 1,315,896 853,305  *tMovie Stars Parade (IWG) 500 199 | 
o ; 
penny Rn my Group es 15 — = Publications belonging to groups are shown separately, in order by ad-| 
True Story (TSWG) 1.179.187 1.458.445 vertising revenue. OMG following a publication means Dell Modern 
Farm & Ranch-So. Agriculturist 1,076,749 1,189,010 Group; FWG designates Fawcett Women's Group. Figures for each pub- | 
Pathfinder 1,072.2 1.140.374 lication in these two groups include revenue carried by each publication 
Charm 1039.371 848.945 PLUS each publication's share of the revenue carried by the group as a 
True 933.754 840. whole. Figures for each publication in the Ideal Women's Group (IWG) 
Sports Afield 911.004 1.017.462 and True Story Women's Group (TSWG) include ONLY revenue carried | 
Field & Stream 889.581 1.012.687 ny publication, and NOT any of the revenue carried by the group as 

a ale 

| ay ao} m4 py {Publication of Senior Prom discontinued after March 1951 issue 
Dell Modern Group 847.409 981.290 NOTE: Better Living and Everywoman’s were not published in 1950, so 
t*True Confessions (FWG) 842,747 903,077 comparable revenue figures are not available 
Redbook 789,775 691.431 NOTE: Onty national editions of newspaper magazine sections are analyzed 


its revenue 31% to $4,604,945 


percentage increases 
include: Business Week 
968) and U. S. News & World Re- 
port ($2,164,490), both up 34% 
from their 1950 figures; 
($3,634,179), a gain of 29%; Sun- 
Charm 


($1,039,371), up 22%, and 


Newsweek ($5,971,709) and Time 
($14,229,834), up 18% and 17% 
respectively. 


Cleveland Adclub 
Agrees to Promote 
Armed Forces’ Show 


CLEVELAND. July 5—In response 
to an appeal from the Cleveland 
Ordnance District, the Cleveland 
Advertising Club has agreed to 
help promote an industrial exhibit 
sponsored by the armed forces. 

The exhibition, scheduled for the 
Cleveland Armory from July 24 
to 27, will be composed of prod- 


contractors wish to farm out to 
sub-contractors in the Ohio, Mich, 
igan and Kentucky area. 

Lester S. Auerbach, chairman of 
the club’s emergency efforts com- 
mittee, says that direct mail, radio, 
TV, outdoor, newspaper and trade 
publication advertising will be 
used to invite 30,000 small business 
men in the tri-state area to send 
representatives to the exhibit. 


Federal Enameling Sets Ads 


The loss caused it to slip from 
seventh to tenth in revenue rank-| 
ing. 
Spectacular percentage gains) 
were recorded by three women’s 
magazines, two of which are dis- 
tributed through food stores. To- | 
day’s Woman posted a $1,315,896 
figure, a whopping 54% increase 
over the same period last year; 
Family Circle, with revenue of 
$2,928,796, was up 48% from last | 


Federal Enameling & Stamping 
Co., Pittsburgh, for its Vogue line 
of enameled kitchen utensils, has 
scheduled ads in American Home, 
Better Homes & Gardens, House- 
hold, Ladies’ Home Journal and 
Woman’s Home Companion, in 
September, October and Novem- 
ber. Dealers will receive a “Shoot 
the Works” sales kit, including 
counter cards, window banners, ad 
reprints, pennants and newspaper 
mats. Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. 


year, and Woman's Day increased Book Paper Price 


s Other publications reporting big 
in revenue 
($4,780,- 


Parade | 


set Magazine ($1,239,115), up 24%; 


ucts and components which prime | 


$116 a ton. 
Increase Rescinded 


by New OPS Freeze 


New York, July 5—Paper mills 


for domestic and imported (i. e., 
overseas, not Canadian) wood pulp 


prices about $5 a ton. This in- 


which had announced higher | Crease, however, has been tempo- 
| prices on book paper effective rarily suspended, as in the case of | 
|July 1 have withdrawn those |0ok paper 


prices temporarily, on orders from | 
the Office of Price Stabilization. 

| With the extension of the De- 
| fense Production Act by Congress Grand Rapids, Mich. 
until July 31, adjusted prices made 

in accordance with OPS regula- | Grano Rapips, July 6—Harry 
tions, which allowed mills to file | Bitner, president of Station WOOD, 
| price revisions based on higher| has purchased WLAV-TV, Grand 
| costs (AA, June 11), have been| Rapids, from Leonard A. Versluis. 
| frozen as of June 15. The price was $1,300,000 plus $67,- 
| Both Kimberly-Clark Corp.,| 900 in corporate obligations, and 
| which had announced an advance|the transaction is subject to the 
| of $6 a ton on all publication roll | approval of the Federa] Communi- 
| grades and $8 to $10 a ton on| cations Commission. 

| sheet grades, effective July 1, WLAV (AM and FM), also 
(AA, June 25), and West Virginia owned by Mr. Versluis, were not 
Pulp & Paper Co., which subse- involved in the sale, which was 


| quently announced similar in- handled by Howard E. Stark, New 
}ereases, have temporarily sus-| York radio, television and news- 
paper broker and consultant 


| pended these price rises. | 
It is expected that the higher; This acquisition brings Mr. Bit- 
| prices will become effective on or ner’s broadcasting properties to 


OPS established a ceiling price | 


effective June 30 which increased | 


|BitnerBuysWLAV-TV, 


| Struction 


65 


Book Matches Off 
Price Control List 
in New OPS Ruling 


WASHINGTON, July 5—The Office 
of Price Stabilization agreed today 
to take advertising book matches 
out from under price control. 

Book match advertising has 
been one of the few forms of 
printed advertising left under con- 
trol after OPS issued an order last 
month decontrolling rates and fees 
for producing most forms of pro- 
motion material 

In issuing its original order, OPS 
Stated that decontrol of advertising 
matter would not increase the cost 
of living. But the order specifical- 
ly stated that advertising matter 
which performs additional func- 
tions—-such as labels and book 
matches—-would remain under 
control. 


s Subsequently, the Senate bank- 
ing and currency committee said 
it was unable to understand the 
need for continued control on 
matches. “By no stretch of the 
imagination could book matches 
be held to have any effect on infla- 
tionary price rises,” the committee 
said. “More often than not they 
|}are given away free of charge to 
the user” (AA, July 2). 

In today’s amendment, OPS 
agreed that the cost of advertising 
book matches “cannot affect the 
cost of living or add to the c@st 
of the defense program.” It also 
pointed out that a regulation on 
advertising book matches would be 
difficult to administer “since this 
type of match is especially tailored 
for each individual customer ahd 
because its value may be based 
on its unusual design.” 
| Book matches for resale remain 
under control. 


July 1 makes the price here now| NPA LIFTS BAN ON 


OUTDOOR POSTERS 

WasHINcToNn, July 5—The Na- 
tional Production Authority re- 
laxed its ban on new outdoor ad@- 
| vertising signs today and agreéd 
| to consider individual applications 
for additional facilities. 

Construction of new outdoor 
signs has been prohibited singe 
last winter, when Constructien 
Order M-4 went into effect. 

Under the revised order, ouf- 
door signs are shifted from List A, 
the prohibited list, to List B, con- 
projects which may be 
undertaken with permission of 
NPA. Outdoor companies may now 
file their expansion plans with 
NPA's regional offices. 

Under NPA's regulation, the ap- 
plication will be approved only if: 

1. It provides new facilities 
which will further the defense ef- 
fort. 


2. It is essential to the mainten- 
ance of public health, safety and 
welfare. 

“With respect to application for 
authorization to construct a facility 
not directly related to the defense 
effort, the NPA will consider the 
type and quantity of materials 


| about Aug. 1. four radio and two TV stations. 
| |; Others in the list! WFBM (AM 
le If the mills had filed their new | and TV), Indianapolis; WEOA, 
| price schedules in time to have Evansville, and WFDF, Flint,! 


been able to apply them before | Mich. He is a former Hearst ex- 
the end of June. the new sched-| &cutive who entered the radio 
ules woul have been valid. ac- | business about six years ago 
cording to OPS regulations. But) 

since Congress has merely ex-|Lovick Gets Vinegar Account 


|tended the defense act until] July | 
| 31, under which prices and wages | 
are controlled by OPS, the latter | 
has issued an order freezing all 
prices in effect of June 30,) 
| pending further orders. 

Probably because of the July 
4 holiday and the start of the sum- 
mer vacation season, the local 
market is extremely quiet. Little 
activity is reported in either book 
paper or newsprint. The $10 a ton 
increase in the contract price of 
newsprint which eleven Canadian 
mills have made 


as 


effective as of! 


on hand, and needed, for the facili- 
ty, and the effect on the com- 
munity at large if the authorization 
were denied,” NPA said. 


‘Blackie’ Gets Sponsor 


James Lovick & Co., Montreal, | 


has been named to handle adver- 
tising of four associated vinegar 
companies: Kent Vinegars, in the 
Maritimes; Lion Vinegar Co., Que- 
bec; Canada Vinegars, Ontario, 
and Western Vinegars. Newspa- 
pers across Canada will be used 
in August and September 


Temple Joins Walsh Agency 

A. George Temple, formerly with 
F. H. Hayhurst Co., has joined 
the Montreal office of Walsh Ad- 
vertising Co. as an industrial ac- 
count executive. 


Southern Biscuit Co., Richmond, 
through Lindsey & Co., has signed 
to sponsor the TV version of “Bos- 
ton Blackie” over Stations WTVR, 
Richmond; WTAR-TV, Norfolk, 
and WBTV, Charlotte, starting this 
fall. Set to go on the air in Sep- 
tember, this Ziv film series al- 
ready has been sold to advertis- 
ers in 21 cities. Brewing companies 
have bought the mystery in nine 
cities 


To Promote Alan Handbags 


Merchandising Coordinates has 
been appointed by Alan Miller 


Inc., New York, to handle promo- 
tion and publicity merchandising 
for Alan handbags. 
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These 1,389,848 


families buy MORE 


= = than you think! 


| ~ 


SELL TO THEM 
: THIS WAY... 


Urge these growing family 
units to buy YOUR products by 
advertising in their favorite 
national weeklies — Our Sun- 
day Visitor and The Register... 


a 
Ad taking advantage of the eco- 
i _ nomical UNIT plan for coast- 
‘ | to-coast coverage. 
Be ; More than 73% of these 


| families own their own homes 

and more than 700,000 of these 

families are in the $3,000 to 
' 
: 
' 
: 


$5,000 income bracket! And 
these families are larger than 
average — 5.2 members per 
' family compared to the 3.8 


| national average. Larger fam- 
i ily units—growing family 
+ groups—all buying MORE mer- 

chandise each day than you 
| would ever imagine! 

IF YOU WANT PROOF— just 
write, wire or: telephone for in- 
formation pertinent to your own 

' merchandising requirements. 
You'll be amazed to see how 
) our steady national advertisers 


profit by selling month after 
month to this established, 
volume-buying family market 
across the nation... 


[589,848 


WEEKLY 


Px 


CIRCULATION 


NATIONAL REPRE 


SENTA 


“CD Bertolet aCo,me 


30 Orareeoen 


—CHICAGO— 


woetH 


cenraeart io 


Blatant Advertising, Bad Publicity 
Hurt Antihistamine Sales, AA Finds 


(Continued from Page 1) 
as March 27, 1950, in an edi- 
torial which said in part 
“In our opinion, the 
the medical profession may be 
more important to the producers 
of antihistamines in the long run 
than the action of any governmen: 
regulatory This was all 
clearly demonstrated in the 
of vitamin preparations, which 
were never under serious attack 
by anyone as harmful to anybody, 
but which were nevertheless ef- 
fectively killed an over-the- 
counter sales item by a preponder- 
ant weight of medical opinion.” 


ago 


stand of 


body too 


case 


as 


@® According to those close to the 
drug remedy business, about $5,- 
000,000 went into advertising 
budgets for all antihistamines dur- 
ing the first vear. Some estimates 


range to $6,000,000 and even $7,- 
000.000 

These sources blame the com- 
petitive nature of the American 
market for the sensational tack 
taken by antihistamine advertis- 
ing, rather than the advertisers 
or their agencies 


‘It was a mad race to get to the 
public, establish brand recognition, 
and up channels of distribu- 
tion,” one of these sources said. 
“Everybody tried to scream louder 
and work faster than the next fel- 
low,” another declared. “Here was 
a product that was good for some 
people all of the time and all of 
the people of the time,” 
he continued. “But the screaming. 
‘miracle drug’ quality of the 


set 


some 


ads 


meant that the manufacturers 
were saying their products were 
good for everybody every time 


And this was not true 


e “This 
the 


kind of operation didn’t 
credibility of advertising 
any good. True, the drug worked 
in enough to justify the 
technical wording of the ads. But 
many people felt they had been 
played for suckers when they 
tried the remedies and seemingly 
got no beneficial result. In short, 
the objective experience of the 
public didn’t square with the ad- 
vertising 

“The upshot was that word-of- 
mouth advertising by these people 
undercut the whole business 
severely ed 

AA also was told that, in the be- 
ginning, the advertising was faced 
with the task of making colds im- 
to people. “It never ac- 
complished this. Doubting the 
product, the public said ‘To hell 
with it.’’ 

This evaluation 
be borne out by 
whereas more than _— 10,000,000 
families bought an antihistamine 
product during the first year, only 
2,000,000 new customers came into 
the market in the 


do 


cases 


portant 


would 
the fact that. 


seem 


second yvear 


@ “We are mass advertising 
and mass marketing era,” a manu- 
facturers’ representative told an 
AA reporter. “We try to reach 
everyone with the same ad in the 
same medium. This would have 
been okay for antihistamines if 
everyone suffered from the same 
kind of cold. But they don’t. Some 
people have chest others 
head colds, still others have aller- 


in a 


colds, 


gic colds. How do you create copy 
to reach all these different peo- 
ple? The ad_ fraternity simply 
hasn't developed the techniques 
necessary for a product of this 
kind.” 


The advertising of antihistamine 
makers got them into trouble with 


the Federal Trade Commission in 
March, 1950. The FTC questioned 
the safety of the remedies and 


cited five manufacturers for “false 
and misleading” advertising. They 
were: Bristol-Myers Co., maker of 


to} 


Resistab; Anahist Co., maker of 
Anahist; Whitehall Pharmacal Co., 
maker of Kriptin; Union Pharma- 
ceutical Co.. maker of Inhiston, 
and Grove Laboratories, maker of 
Antamine 


e By June, however, the FTC and 
the companies had settled their 
difficulties and had approved an 
agreement under which the manu- 
facturers would not claim that 
their products cured, prevented or 
shortened The companies 
could, however, advertise that use 
of their products relieved the 
symptoms of colds (things like 
stuffed heads, sneezing and so on) 

The agreement was a major 
victory for the manufacturers in- 
asmuch as the FTC backed down 
on the issue regarding the safety 
of antihistamines. The FTC, in 
short, agreed that the products 
were to be considered safe if taken 


colds. 


in accordance with directions 
But this triumph was already 
too late. Sales, which had 


amounted to $15,000,000 the previ- 
ous winter, were now in the dol- 


drums. And while optimists felt 
it was “a normal summer slump,” 
the following winter (November, 


1950-March, 1951) proved that the 
honeymoon was over. Total sales 
were only $5,000,000 for the entire 
industry-—and maybe the bottom 
is not yet in sight. 


@ At least one advertising execu- 
tive took issue with this estimate, 


however, saying the industry had 
fallen as far as it can go. He saw 


a glimmer of hope for a sales re- 
vival via antihistamine com- 
pounds. 

“Compounds like Tabcin, Histo- 
Plus and Inhiston APC are gain- 
ing acceptance with the public 
and with druggists. Straight anti- 
histamines for colds will probably 
never get back where they were, 
but the outlook somewhat en- 
couraging for their in con 
nection with hay fever and aller- 
gies and for a partial recapture of 
the cold market with compouncs,” 
he said 

It is regarded as very unlikeiy 
that the industry will spend any- 
where near as much money 
moting antihistamine compounds 
as it did when antihistamines 
new 

“The frosting off the 
Adverse publicity has put many 
people out of the market. We con't 
have the same prospects we 
in 1949-50. So we can afford 
go more slowly,” AA was told 


is 


use 


pro- 
vere 


is ake 


as 


aia 


to 


Dearborn Motors Names Four 

oO. L. Wigton, eastern sales 
chief of Dearborn Motors Corp., 
Detroit, has been promoted to the 
newly created post of 
general sales manager in charge 
of field operations. He suc- 
ceeded in the East by J. B. Legler, 
western sales manager. Russell B 
Robins, formerly an account ex- 
ecutive with Jam Handy Organi- 


1s 


zation, replaces Mr. Legler, and 
L. H. Pomeroy has been named 
to the new post of assistant gen- 
eral sales manager in charge of 
staff operations. 


| Ashton Named Gillham V. P. 


Wendel! J 


ecutive 


Ashton, account ex- 
and director of public 


re- 


lations of Gillham Advertising 
Agency, Salt Lake City, has been 
named a v.p 


Don Lee Boosts Ward Ingrim 
Ward D. Ingrim, v. p. in charge 
of sales of Don Lee Broadcasting 
System, Los Angeles, has been 
promoted to executive v.p 


Price, Robinson Appointed 


Price, Robinson & Frank has 
been appointed agency for Ency- 


| clopedia Britannica Films, Chicago. 


assistant | 


NEW CHAIRMAN—Henry J. 


Agency Network, accepts the congratulations of Wilford York 


Kaufman (right), 
Washington, newly elected steering committee chairman of the National Advertising 


Henry J. Kaufman & Associates, 


left), Hoffman & 


York, Milwaukee, retiring chairman. at the network's annual conference last month 


in Highland Park, tll 
Associates, St 


Looking on is Oakleigh R. French, Oakleigh R. French & 
Lovis, who is managing director of the NAAN 


Encyclopaedia Britannica Publishes New 
World Atlas After Ten Years of Research 


Cuicaco, July 3—After almost 
ten years of research and compila- 
tion of geographical and statistical 
material, Encyclopaedia Britan- 
nica has published the “Britannica 
World Atlas.” 

The project was 
in 1941, when a 
world geographers met in Mon- 
treal at the invitation of Britan- 
nica executives to determine what 
an “ideal” world atlas should con- 
tain 

Within after the meet- 
ing opened, the participants were 
agreed that a simple “map book” 
would be inadequate. The program 
goal, as it ultimately was defined, 
was to contribute to increased un- 
derstanding among the peoples of 
the world by contributing }nowl- 
edge essential to that understand- 
ing 


set In motion 
committee of 


seconds 


@ To achieve that goal, Britannica 
included in the atlas a graphic de- 
scription of the world (scales and 
projections), global views centered 
on areas of prime political impor- 
tance, time zone charts and politi- 
cal units. 

Following the description of the 
physical world in graphic form is 
a description of the people—dis- 
tribution and population density, 
birth death rates, language 
patterns and literacy—with special 
attention to pivotal areas 

The effectively employs 
charts, graphs and descriptive mat- 
in its sections devoted to the 
effect of climate and geography on 
man’s agricultural and commercial 
regions and his trade routes 


ana 


atlas 


ter 


e World political geography is de- 
scribed in detail and 
by more than 100 map plates. The 
colored charts are supplemented 


Is 


| with an unusually comprehensive 


series of statistical information on 
each of 190 political units 

The section includes information 
on geographical areas, city popula- 


of the finest perfume 


and cosmetic advertising 


BEAUTY 


ae 


followed | 


Sie record each month 


Also publishers of DRUG AND COSMETIC INDUSTR 


tions and area populations; money 
and banking facilities; transporta- 


tion and communication arteries; 
agricultural activities; mineral, 
forest and fishery production; 


manufactures, and import and ex- 
port commodities. 

Price of the new reference work 
is $25. 


Factory Washer Sales Drop 
Factory sales of standard-size 
household washers in May totalled 


253,942 units, a drop of 13.1% 
from 292,193 in the preceding 


month and down 16.6% 
640 sold in May, 1950, according 
to industry-wide figures of the 
American Laundry Manufacturers 


from 304,- 


Assn. May sales of automatic 
dryers were off 2% from April 
sales, but remained 100.3% higher 


than in May, 1950. Ironer sales in 
May were up 2.1% from the pre- 
ceding month, and off 11.7% from 
May of last year 


Elect Stein Executive V. P. 

Melville Stein, v.p. and director 
of research of Leeds & Northrup 
Co., Philadelphia manufacturer of 
electrical measuring instruments 
and heat-treating furnaces, has 
been elected to the newly created 
post of executive v.p 


80,168 TV Sets in Omaha 

As of July 1, Nebraska-Iowa 
Electrical Council reports TV set 
sales by distributors have reached 
80,168 in the Omaha area. 


John Donahue Elected V. P. 


John R 
tions director of 
Light Co.., 


Donahue, public rela- 
Hartford Electric 
has been elected a v.p. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT® SIGN CO. 
Oivinion of 
000 Ribby Ste time. Ohler VS A 


“Weecenert: tag US he OF 


FASHION 


i a 
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Chrysler Division 
Likes Newspapers; 
Schedules 3,000 


Detroit, July 3—Because of the 
effectiveness of its newspaper ad- 
vertising campaign during the first 
half of 1951, Chrysler division of 
Chrysler Corp. is using more than 
3,000 newspapers to carry its July 
sales message to the public, ac- 
cording to John H. Caron, direc- 
‘tor of advertising. 

Mr. Caron said that both new 
and used car stocks of Chrysler 
dealers are well below normal, a 
condition which he declared 
largely due to the effectiveness of 
the ad campaign to date. 

“Our advertising has been con- 
centrated on educating the pub- 
lic to the advantages inherent in 
the new 180-horsepower Firepow- 
er V-8 engine,” Mr. Caron said. 
The ads emphasize the engine’s 
“designed-in mechanical octanes” 
which are said to increase the ef- 
fectiveness of regular grade gaso- 
line. 

The account is handled by the 
Detroit office of McCann-Erick- 
son. 


‘CHRYSLER FORMULA’ 
PERMITS PRICE HIKES 

Detroit, July 3—A federal rul- 
ing issued last week on the appli- 
cation of Chrysler for permission 
to raise prices on its new models 
offered automakers a small loop- 
hole under the price contro] pro- 
gram. 

In the Chrysler case, the gov- 
ernment permitted price increases 
of much as $260 because the 
company brought out new models 
that appear and function differ- 
ently from previous cars. Just how | 
far other manufacturers must go} 
in changing models was not 
certained, but unless substantial | 
changes are required, the ruling 
may inspire a flood of “new mod- | 
els” later this year. Many auto- 
makers who have been holding 
back on plans for new models be- 
cause of curbs on materials may 
now go ahead with them. 

At the same time the so-called 
“Chrysler formula” offers the 
manufacturers a chance at a 
higher margin of profit, many are 
afraid that actual sales will be 
reduced long as retail credit 
restrictions calling for one third 
down and a maximum of 15 months 
to pay are enforced. 
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Walter H. Gardner Retires 


Walter H. Gardner, general sales 
manager of Keystone Steel & Wire 
Co., Peoria, Ill., has retired from 
active participation in company 
affairs. Mr. Gardner had been 
general sales manager of Keystone 
for 16 years. He began his career | 
as a mining engineer, but soon 
started his own agency in San 
Francisco. He was advertising 
manager of Caterpillar Tractor Co. 
in charge of the special] sales de- | 
partment for nine years. 


McCreery Names Bayard | 
Jere Bayard, manager of Wal-| 
ter McCreery Inc., Beverly Hills | 
agency, has been named to the} 
newly created post of chairman| 
of the plans board. 
} 
2 ’ =7..° | 
Joins ‘Western Family 
Carle E. Rollins Jr., formerly | 
a sales representative for Ameri-| 
can Family Magazine, has joined | 
the Chicago office of Western! 
Family in the same capacity. 


Promotes Augspurger to V. P. 

Charles H. Augspurger, assis-| 
tant v.p. in charge of advertising 
and public relations of the First 
National Bank of Buffalo, N. Y., 
has been promoted to v. p 


Vickers & Benson Appointed 

Vickers & Benson, Montreal, has 
been named Canadian agency for 
British & Irish Associated Rail- 
ways. 
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PLENTY OF READING—Gimbel tries a new approach with this full-page editorial 
style copy in a new experiment in Philadelphia. 


Gimbel Initiates 
Weekly Editorials 


ia the ‘Inquirer’ 


4 

July 3—A full- 
page editorial style advertisement, 
titled “Inside Gimbels,” in the 
June 25 issue of the Philadelphia 
Inquirer, marked a new departure 
department store institutional 
advertising by Gimbel Brothers. 

This ad, replete with an em- 
ployes’ gossip column, an editorial, 
an inquiring photographer and 
plugs for some of the departments, 
is the first in a series of Monday 
morning ads to be run by Gimbel’s 
in the Inquirer. 

The new house-organ approach 
is designed for two _ purposes: 
First, it is intended to increase 
a customer's sense of knowing the 
store and its employes from a per- 
sonal standpoint, and second, it is 
intended to promote specialized 
departments, such as music, cam- 
eras, riding, and others which 
often escape the notice of custom- 
ers 


PHILADELPHIA, 


s The first editorial on the page, 
entitled “The City Within a City,” 


set the theme for the opening ad. | 


Copy reads: 
“It [Gimbel’s| hums with 
teresting activities, schools where 


you can learn to sew, paint, play! 
an instrument; exhibitions of art, | 


architecture, city planning, world 
affairs; professional entertainment, 
advice for mothers, mechanics, 
hobbyists, banking services, a 


| ticket office...” 


Written by publicity 
David H. Arons, the editorial goes 
on to inform readers that 
weekly newspaper report” will 
take customers behind the scenes. 


e Four features in the weekly 
series which have been established 
as regulars include: a gossip col- 
umn, “Gimbel Gadabout”; the “In- 
quiring Photographer,” containing 
statements from Gimbel’s custom- 
ers instead of employes for a 
change; a list of special events for 
the coming week, and a section de- 
voted to one particular depart- 
ment. Each week an executive of 


in- 


director | 


“this | 


the store will be profiled. 
Editing and layout for the ad is 


being handled by Adelphia Asso- 
ciates, Gimbel’s public relations 
agency. 


Van Lines Buy AM Show 

North American Van Lines, Ft. 
Wayne, is sponsoring a new five- 
minute show with Jay Stewart 
over ABC. The program is aired 
Fridays at 4 p.m., EDT. Joseph 
Castor & Associates, Los Angeles, 
is the agency. 


Texas Reps Elect Papert 

S. W. Papert Jr. has been elec- 
ted president of the Texas Daily 
Press League, Dallas, succeeding 
his late father, who formed the 
newspaper representative organi- 
zation in 1922 


faithfully 


Good Service. oe 


to meet your schedules 


Colored Margarine Is Legal in Illinois; 
That's Good News for Chicago Newspapers 


Cuicaco, July 5—It’s red, white Daily News (carries no color) 
and blue for the Fourth of July, Allsweet, Swift & Co., one page, 
but from the first of July, and plus 1,200 lines; Parkay, Kraft 
extending well into the summer Foods Co., one page; Nucoa, Best 
and fall, it is, and will continue Foods Co., 1,500 lines. Plus heavy 
to be, yellow and more yellow for local chain and grocery store in- 
Chicago and other Illinois news- sertions 
papers, now that the sale of And, as a spokesman for one of 


colored margarine is legal in this 
fair state. 

In a spot check to determine just 
how much extra advertising Chi- 
cago’s papers have been carrying 
so far, due solely to the legaliza- 
tion of colored margarine sales, 
AA found the following (color in 
these figures means vellow only) 


the papers put it, “Considerably 
more of the same can be expected 
throughout the summer and fall.” 


Campbell Joins Borden Co. 
William 
Campbell, form- 
erly in the mer- 
chandising de- 
partment of 
Young & Rubi- 
cam, has been ap- 
pointed to the 
general advertis- 
ing department 
of Borden Co., 
New York, as as- 


@ Herald-American—Allsweet, 
one page, color; Parkay, one page, 
color; Durkee’s, Durkee Famous 
Foods division, 1,000 lines, color; 
Nucoa, 1,500 lines, color. Plus 1,100 
lines b&w local. 


Sun-Times—Allsweet, four sistant advertis- 
pages, color; Parkay, one page, ing manager. Mr. William B. Campbell 
color; Delrich, Cudahy Packing Campbell will 
Co., two b&w pages plus fractional Wrk primarily on radio and tel- 


insertions. Heavy local advertising. ©Y!S!02 Promotion 


Tribune—Allsweet, one page, 


Parkay, one page, color; Blue Parbs Joins Wesley Day 


-olor 
color; William H. Parbs, formerly with 


Bonnet, Standard Brands Inc., one he Des Moines Register and Tribe 
page, color; Delrich, 1,500 lines, yne has been named public rela- 
color; Durkee’s, 1,000 lines, color. tions account executive of Wesley 
Plus heavy local ads. Day Advertising, Des Moines 


MORE VIEWERS PER MINUTE 
THAN ANY OTHER MEDIUM 


UP TO 40 LETTERS—EASILY SEEN-——NEON TUBES 
SELLS YOUR TRADE NAME IMMEDIATELY 
RATES ON REQUEST—-FULLY COMMISSIONABLE 


EFFERSON SALES CORP. 


INTERNATIONAL TERMINAL 
WASHINGTON NATIONAL AIRPORT—EX 2168 
WASHINGTON, D. C. 


washington 


photo engraving company 
118 SOUTH CLINTON ST. 
CHICAGO 6, ILLINOIS 
TELEPHONE: FRanklin 2-6343 
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Sure we have a dictionary .’. 
but Phooey . . 
you do with superlatives? 


what can 


They won't make a better 
halftone dot or give you 
better service anywhere! 
But Pontiac has something 
that will do a job for you! 
Six unified services all 
under one roof result in 
better and faster service 
to the busy production man, 
and that's a fact, not just 
another superlative! 
Call or write and let 
us tell you more. 
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Cugraving and 
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812 W. VAN BUREN STREET, 


HA ymarket 31-1000 © Chicago 7, Illinois 


New York, July 
want any of you folks to get the 
idea that this is indicative of my 
retirement. I’m having much too 
good a time at BBDO and at Co- 
| lumbia.” 
| Thus, 66-year-old William I. Or- 
| chard, famed copy editor of Bat- 
ten, Barton, Durstine & Osborn, 
| chided any members of the Bill 
| Orchard Alumni Assn. who might 
| have thought that the testimonial 
|dinner they gave Bill last week 
| was a prelude to his swan song. 

Idea for the dinner stemmed 
| from two former students in Bill's 
advertising copywriting course at 
|'Columbia University Graduate 
School of Business, Gabe Ondeck 
|} and Jud Irish, now with Compton 
| Advertising 


| 


| 


|}@ The two copy supervisors oc- 
casionally lunch with Bill and one 
day suggested that, instead of see- 
|ing his proteges on a catch-as- 
catch-can basis, Bill might like to 
get together with a whole gather- 
ing of former students, many of 
whom are now famous in their 
own right. 
Biil was all for it, and the two 
|Compton men took over all ar- 
rangements. On June 27, Mr. and} 
Mrs. Orchard, accompanied by son 
Joseph, also with BBDO, walked 
|into the Rainbow grill at Rocke- 
| feller Center to greet more than 
| 80 former students, some of whom | 
| had traveled from Wilmington and | 
| Philadelphia just to say hello. | 
“Bill Orchard likes his kids,” | 
Mr. Ondeck explained, “and this | 
whole thing stemmed from a de- 
| sire on our part to say thanks to | 
a swell guy.” 


e Bill had himself quite an eve- 
ning with his former students. 
About the only time he wasn’t} 
| smiling was when he approached | 
a reporter from ADVERTISING AGE 
with a look of distress. 

“Should I know you?” he asked, | 
disturbed by the fact that here | 


~ _ 80 Former Students Give Dinner 
cel for Bill Orchard, Copy Wizard 


3—“I don’t! 


“And whereas we just plain like 
the guy a lot... 


@ “Be it resolved that we proud 
members of the Bill Orchard 
Alumni Assn.—being some 80 
present this evening—do hereby 
mix our metaphors with our mar- 
tinis and present him with this 
scroll, together with our various 
Signatures and aliases as a symbol 
of our deep gratitude and of our 
boundless affection.” 

Finally, Bill was “allowed” to 
speak. Knowing his penchant for 
talk, the committee had insisted he 
be quiet till all had their say. 

“Most after dinner speakers,” he 
began, “are reminded of a story 
they heard the other day, or their 
friend told them a story this morn- 
ing, or they just overheard a gag 
right now coming up in the eleva- 
tor. 

“Well, nothing reminded me of 
a story. Nothing happened to me 
today. My friends didn't tell me 
anything and I didn’t listen to any- 
one in the elevator. But I’m gonna 
tell you some stories anyway, just 
because I think they’re funny.” 
And he did, and they were. 


s About the only serious note in| 
the whole evening—further en- 
livened by a skit titled, “Call Me 
Adman”—was at the close when 
Bill got up and spoke from deep 
down. 

“I promise that I shall bear the 
memory of this evening in my 
heart for the rest of my life. God 
bless you all.” | 

The next morning, Bill returned | 
to his desk where he spends the} 
major part of his day on copy} 
problems, correspondence and in-| 
terviewing job applicants. He has 
“that sixth sense which can spot 
a promising young copywriter in 
one quiet informal chat.” | 

It must be so. Proof? Beside 
those already named, former stud- 
ents include Marion Harper Jr., 
president, McCann-Erickson; 


was a face which brought no rec-| Garth Montgomery, v. p. and tele- 


ognition. The reporter told Bill} 
'who he was and explained that | 
they had not met before. The smile | 
returned and Bill moved on, wip-| 
ing some lipstick from his lip (he | 
had just posed for a picture 
some of his female students). 

Some 25 ad agencies were repre- | 


vision head of Kenyon & Eckhardt; 
Marlo Lewis, v.p. of Columbia 
Broadcasting System, and, of 
course, others 


with s Proud of his knowledge of Latin, 


Bill refers to himself as the arbiter 
elegantiarum (arbiter of the ele- 


sented by the guests. Speakers told | gancies) at BBDO. Aside from be- | 
the crowd some of the “inside| ing BBDO’s final authority on the} 
poop” about their association with) English language, the rest of his 


Bill, and he, in turn, gave the} 
crowd some inside information | 
when he revealed that during his! 
28 years at Columbia there were | 
many times when he needed as- 
sistance in criticizing papers. 

Among the copy critics were 
Charles Brower, creative head of 
BBDO (and Bill’s boss), John 
Caples and Carl Spier, BBDO 
v.p.s, Wilson A. Shelton, William 
Esty Co., and many others—all 
| former students and all present at 
the dinner 


@ A check which Bill will put 
toward the purchase of a new mo- 
tor for his 30-foot cabin cruiser 
and a Certificate of Affection were 
presented. The certificate testifies | 
to the creative abilities of the copy | 
chief's disciples. It reads: | 

“Whereas, for 30 years, Bill Or- 
chard has been holding open the 
gates into the green meadows of | 


} 


advertising, wherein many have 
grazed to their profit. . 
“And whereas he has taught 


thousands the subtle secret of sell- 
ing through sight and sound, not 
neglecting to point out all perils 
from non sequitur to FTC. 

“And whereas he has often 
| risked his own considerable repu- 
tation by recommending a copy 
cub in words that glowed like 
neon 


work day is divided up between 
copy details and legal matters. 

At Columbia, Bill is a lecturer 
in advertising, “two or three cuts 
above an instructor,” he points 
out with a chuckle. He’s not sure, 
but guesses that during his 28 
years at Columbia plus stints at 
Pace Institute and Washington 
Irving High School, he has taught 
between 3,000 and 4,000 aspiring 
copy bright lights. 

He likes to recall the way his 
free course in “Principles of ad- 
vertising” ballooned at Washing- 
ton Irving High. The class ex- 
panded from 45 to the largest room 
in the building, the lunchroom, 
and even then 25 students had to| 
stand as the room only seated 225. 

But Bill doesn’t take the credit 
for the course’s popularity. “It was 
so large because it was free and 
the papers gave it a big publicity | 
buildup,” he says 


@ In his early life Bill trained for 
the priesthood in the Carmelite} 
order, but resigned because of ill-| 
ness, to work as an editor for Ben- 
ziger Bros., Catholic book publish- 
ing house 

He was copy editor with the 
George Batten Co. when it merged 
to become BBDO, and he went} 
along in the same post. 

The Orchards keep an anxious) 
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TOAST TO ORCHARD—On the windy observation floor outside the Rainbow grill 
in Rockefeller Center, members of the Bill Orchard Alumni Assn. gather to greet 
BBDO's famed copy head, his wife and son. Left to right are Jud Irish, Compton 
Advertising; Charles Brower, executive v.p., BBDO; Vicki Burke, formerly with 
Paris & Peart; Mr. and Mrs. Orchard and Joseph Orchard, also of BBDO. 


eye on the mail these days, wait- 
ing for word from Bill Jr., head of 
the American Express office in 
Shanghai, where he has been for 
more than four years. The com- 
munists won't permit him to leave 
Bill thinks they are holding him, 
together with many other Ameri- 
cans, as a potential hostage. In- 
dications, however, are that Bill 
Jr. is comfortable. 


@ Bill Orchard has never written 
a book, because “I’m one of those 


| people who want to die with the 


distinction of never having writ- 
ten a book.” 

“Every institution is the length 
and shadow of a great man,” 
wrote Ralph Waldo Emerson 
Copywriting may not be an insti- 
tution, but book or no, the length 
of Bill Orchard’s shadow continues 
to grow 


Photo-Art Names Brotherhood 

E. Victor Brotherhood has been 
named manager of the motion 
picture department of Photo-Art 
commercial studios, Portland, Ore. 


| Rap-A-Coin, 


| 


| 


Henderize Names Klaus S. M. 
Erwin H. Klaus, formerly v. p. of 
Oppenheim, Van Slyck & Klaus, 
San Francisco, has been named 
sales manager of the Fab-Spray 
division of Henderize Inc., Sacra- 
mento, Cal., manufacturer of Fab- 
Spray mineral pigment fabric 
coloring spray; Tissu-Pak, gaso- 
line engine oil filter; Mechanical- 
Cop, a portable traffic signal, and 
hand operated coin 
counting and wrapping machine 


\V 
For “ 
your 


BINDERY 


CHICAGO 16 


CAlumet 5-3224 


BINDERY CO. Inc. 
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Holiday Introduces 
New Soluble Coffee General Mills Winds Up ‘Chicago Tribune’ Test 


in Boston Market 


WALPOLE, Mass., July 5—Holi- 
day Brands Inc. on June 27 intro- 
duced its new crystalline soluble 
coffee, Holiday, in the Boston area, 
using a  3,600-line, two-color 
spread in the Boston Traveler. 

The 1's page ad ran the follow- 
ing day in the Boston Herald, and 
also is scheduled to run in the} 
Globe and Record and American’! 


and TV participations also 
included in the Boston area ad 
plans 


Twenty-six of Boston's leading! 
food chains and independent food 
stores ran 100-line co-op ads} 
around a factory-paid 


Last Minute News Flashes 


MINNEAPOLIS, July 6—After two and one-half years of running 400- 
line ads five times a week in the Chicago Tribune, General Mills on 
July 1 brought its Betty Crocker newspaper column experiment to a 
close. The project has involved about 104,000 lines of space a year, 
since Jan. 17, 1949, or a total of about 246,000 lines. Cost of the space 
for the test, which was one of the most exhaustive and expensive ever 
made, was more than $340,000. A detailed report on the test, which 
was largely induced by the American Assn. of Newspaper Representa- 


tives, may be released later. 


Wadsworth Starts Drive for Low-Price Watches 
Dayton, Ky., July 6—Wadsworth Watch Case Co., subsidiary of 
within the next three weeks. Radio Elgin National Watch Co., Elgin, Ill., will run a series of full page ads 


are! in Collier's, Life and Look, starting in October, to introduce its new 


line of low-price watches. Ads, placed through Young & Rubicam, 


| Chicago, will continue through December. 


Laszlo Co. Names Dowd Agencies 


New York, July 6—The newly formed Erno Laszlo Co. has appointed 


1,000-line | Dowd, Redfield & Johnstone, and John C. Dowd Inc., Boston, to handle 


central display to help launch the| its advertising. This fall the company will introduce through selected 
outlets (probably department stores and high grade women’s shops) a 
According to Paul H. Provandie | new line of beauty preparations developed by Dr. Laszlo. 


product. 


of Hoag & Provandie, which han- 
dles the account, sales of the two- 
ounce jars soared after publication | 
of the ad. The jars retail at 6l¢ 


@ Holiday coffee is manufactured 


Coast Paper Sues Competitor for Libel 


Los ANGELES, July 6—Western Printer and Lithographer advised 
AA today that it will file a libel suit Monday in superior court here, 
asking $225,060 plus unspecified damages against Pacific Printer & 


Publisher, San Francisco The suit 


is based on an editorial in Pacific 


by a high vacuum technique de-| Printer’s June issue, plus a complaint filed against Western Printer 

veloped by the National Research | With the Federal Trade Commission (AA, May 28). 

Furgason Named Publisher of ‘American Family’ 
Cuicaco, July 6—Gene Furgason, formerly associated with Business 

is said to eliminate the “impair- | Week, U.S. News & World Report and Coronet, has been appointed 

publisher of American Family Magazine, succeeding Mel Lokensgard 


Study Amos ‘n‘ Andy Protests; Other Late News 


Corp. The process evaporates 
moisture from the coffee extract! 
at relatively low temperatures and | 


ment of flavor which is a problem 
in more conventional methods of | 
drying.” 

The product previously has been 
market tested in the New York 
and New England areas. In March 
of this year, a full-scale test in 
Providence resulted in “excellent” 
consumer acceptance, and distribu- 
tion in all principal Boston food 
outlets was completed in May. 

As production of the crystalline 
product increases, additional mar- 
kets will be opened. Washington 
is next on the list and will be 
followed by New York and mid- 
western cities. 


JOSEPH JACOBS 

Rocuester, MInN., July 5—Jo- 
seph Jacobs, 56, head of the Los 
Angeles office of Bozell & Jacobs, 
Omaha agency, died yesterday at 
the Mayo Clinic of a heart con- 
dition. 

Mr. Jacobs started his career as 
a reporter on the old Omaha Bee 
in the early ’20s. After a period of 
a few years when he was a re- 
porter for the Des Moines Regis- 
ter and Tribune, he returned to 


Omaha and the Hearst-operated 
Bee-News. 
He was later associated with 


General Outdoor Advertising Co. 
in Omaha as a sales representative 
and then joined Bozell & Jacobs 
ten years ago as manager of the | 
agency’s Los Angeles office. 
} 

CHARLES A. WOLCOTT 
Cuicaco, July 3—Charles A. 
Wolcott, v.p. in charge of radio- 
TV sales and service of A. C. Niel- 
sen Co., died suddenly in his | 
Evanston home yesterday. | 
After graduation from Hobart | 
College, Mr. Wolcott began his} 
career as a Wall St. financial | 
writer. } 


He later directed sales of | 
Daniel Starch & Staff and was a} 
v.p. of the old Blackett-Sample- | 
Hummert agency. Mr. Wolcott 
joined Nielsen in 1944 and helped 
develop its radio and television 
index services. 


Oetting. Keedick Join 4A‘s 

Philip G. Oetting and Robert 
Keedick have joined the executive 
staff of the American Assn. of Ad- 
vertising Agencies, New York. Mr. 
Oetting, formerly with Byron G. 
Moon Co., will assist Richard 
Turnbull in the fields of agency 
administration, personnel and 
mechanical production. Mr. Kee- 
dick, previously with the Lee 
Keedick lecture bureau, will work 
under Mackarness H. Goode in the 
field of membership. 


| @ The National Assn. for the Advancement of Colored People, which 


has voiced its disapproval of the “Amos 'n’ Andy” show, sponsored on 
CBS-TV by Blatz Brewing Co. through William H. Weintraub & Co., 
may enter a formal complaint against the network and sponsor and 
call on its members to discourage the “sponsorship and presentation 
of such programs. . .even to the extent, if necessary, of resorting to the 
boycott of the goods, products and services of the sponsors. . .” 


e Zenith Radio has begun a three-month drive to sell both its FM sets 
and the “superiority and dependability” of FM broadcasting. Schedule 


| includes American Agriculturist, Farm Journal, Pathfinder, Progres- 


sive Farmer and Successful Farming, plus local newspaper dealer ads. 
MacFarland, Aveyard & Co., Chicago, is the agency. 


e Philip Morris & Co. is reportedly testing a new king-size cigaret. 
| Test packs, unidentified except by letters “J,” “H,” and “K,” made by | 


| Poulides Bros., New York, are being distributed in the New York area 


to test taste preferences. Representatives of Biow Co., Philip Morris’ 
agency, are reported to be handling distribution of test packs. At Biow 
no information was obtainable. At Philip Morris an executive said he 
knew nothing about it. At Poulides Bros. a spokesman said, “I can’t 


tell you a thing.” 


|e The United Piece Dye Works will launch its first concentrated ad 


campaign next month for the Unisec process, a stain and wrinkle 
resisting water repellent. Mervin & Jesse Levine Inc., United agency, 
will break the promotion with a full-color page in Vogue Aug. 15 and 
color insertions in Esquire and the New York Times Magazine. B&w 


pages will run in Life, Sept. 17, and Time, Oct. 8. 


e@ Three executives have been named v. p.s at Cecil & Presbrey. They | 


are: J. Frank Gilday, director of television; John C. Legler, 


account 


executive on International Business Machines; and Archibald McGhee | 
Foster, account exec on Block Drug Co. 


New Miller Brewing 


Ad Series Reports 


Daily Baseball Dope 


MILWAUKEE, July 5—Miller 
Brewing Co. has supplemented its 
general advertising program with 
a series of editorial-type ads in the 
Milwaukee Sentinel carrying the 
baseball scores and statistics usu- 
ally found on the sports pages. 

Inaugurated July 1, the sched- 
ule calls for a four-column by 100- 
line ad daily and Sunday through- 
out the baseball season. Present 
plans also include the possibility 
of continuing this promotion 
through the football season, with 
ads running Saturday, Sunday and 
Monday to give results of the 
weekend games. 

Seven different ads are being 
used, rotating regularly so that 
there will be a change of copy 
each day. Approximate cost of the 
baseball campaign is $16,000. 

Mathisson & Associates here is 
the agency. 


Bothwell Joins ‘McCall's’ 
Elizabeth B. Bothwell, formerly 
market editor of Linens & Domes- 
tics, has joined McCall's as field 
merchandising manager. 


Willard Gregory Elected 
President of S. Cal. 4As 


Willard G. Gregory, president 
of Willard G. Gregory & Co., was 
elected president of the Southern 
California Ad-| 
vertising Agen-| 
cies Assn., Los 
Angeles, at a 
June 25 meet- 
ing of the board 
of directors. Mr 
Gregory suc- 
ceeds Ray Gage, 
president of C. 
B. Juneau Inc 

Other officers 
elected include: 
Henry Welsh, 
partner in Welsh- 
Hollander, Ist v.p.; Edward Ross, 
partner in Ross, Gardner & White, 
2nd v.p.; and Earl Taggart, part- 
ner in Taggart & Young, secre- 
tary-treasurer. 


Fidelity Net Has 27 Members 

Fidelity Broadcasting System, 
Jacksonville, Fla., regional radio 
network, has added its 27th af- 
filiate since operations began in 
February. The net's agency, Crisp 
& Harrison Agency, Jacksonville, 
is conducting a continuing study 
of market areas in Florida, Geor- 
gia and Alabama, designed to 
broaden the coverage of the net- 
work in the South. 


Willard G. Gregory 


| has 


the hanpwed lack ore #e 
happest iad Cau 


wy 


FOR KIDS—Welch Grape Juice Co.'s new 

summer drive is aimed directly at young- 

sters. Shown here is one of the news 
paper ods. 


Welch Aims Summer 
Drive Straight at 
Children’s Market 


New York, July 3—An inten- 
Sive summer campaign will be 
used by Welch Grape Juice Co., 
Starting this week, for both bottled 
and frozen grape juice. 


Newspapers, magazines, televi-| 


sion and radio will carry an in- 
tegrated copy theme specifically 
aimed at the children’s market 

Two hundred newspapers will 
carry 400-, 600- and 800-line copy 
headlined “The Happiest 
Drink Welch's.” Six full-page, 
four-color insertions are sched- 
uled for Life and three for Wom- 
an’s Home Companion. 

“Jack and the Grapevine” will 
lead off the fairy tale series in 
magazine advertising with subse- 
quent copy built around “Hansel 
and Gretel,” “Billy-the-Kid of 
Grapevine Gulch” and “Alice in 
Welchland.” 

Welch's participation in “Howdy 
Doody,” daytime TV show, has 
been increased from 15 minutes 
to half an hour. The program is 
now seen in 51 cities. Spot radio 
is scheduled on 42 stations in 14 
cities. 

Doherty, Clifford & Shenfield is 
the agency. 


Wm. Hart Adler Gets 
Reo Truck Account 


Detroit, July 6—Reo Motors 
Inc. has named William Hart Adler 


| Inc., Chicago, to handle advertising 


for its truck division. The agency 
already handles advertising for 
Reo’s lawn mower division. Truck 
advertising has been placed for 
the past four years by Brooke, 
Smith, French & Dorrance. The 
division's current ad budget is ap- 


| proximately $500,000 per year. 


In the three and one-half years 
that the Adler agency has been 
handling the lawn mower division 
account, the company’s sales have 
gone from $1,000,000 after its first 
full year of operation to a current 
sales volume of more than $10,- 
000,000 annually, according to 
Joseph S. Sherer Jr., president of 
Reo. 

Page color ads for both Reo divi- 
sions will be used in Better Homes 
& Gardens, Country Gentleman, 
Life, Parade, The Saturday Eve- 
ning Posi and This Week Maga- 
zine, Doyle Lott, Reo ad manager, 
announced. 


Frito Licensees Name R&R 

Ruthrauff & Ryan, New York, 
been appointed agency by 
Frito New York Inc. and Capitol 
Frito Corp., Bethesda, Md., man- 
ufacturers of Fritos and Cheetos. 
Both companies are licensees of 
the Frito Co., Dallas, whose ad- 
vertising is handled by Glenn Ad- 
vertising, Ft. Worth. 


Sherwood to Seidenbaum 

Sherwood Lighter Co, New 
York, has appointed William G 
Seidenbaum & Co. to merchandise 
the Sherwood push button auto- 
matic butane lighter. 


Kids | 


Three Papers Hike 
Advertising Rates 


Curcaco, July 5—Coincidental 
with admonitions to raise ad rates, 
voiced at the Denver meeting of 
the Newspaper Advertising Execu- 
tives Assn. recently (AA, July 
2), three dailies have announced 
increases ranging from 3¢ to 5e¢ 
per line 

Effective July 1, the line rate 
of the Detroit News moved from 
85¢ to 90¢. Contract advertisers 
get 60 days grace in conformance 
with agreements. A line in the 
Milwaukee Journal will cost 60¢ on 
Jan. 1, instead of the present 55¢ 
Cost of r.o.p. color will jump $25 
across the board. Toronto Tele- 
gram line rates will rise from 47¢ 
to 50¢ on Sept. 1. The Telegram 
also announced a b&w line rate of 
85¢, and a four-color page rate of 
$800, for its new weekend comics 
section, which will be launched 
Sept. 8 

The News and Telegram specifi- 
cally laid the increases to ex- 
panded costs, particularly of news- 
print 


‘BH&G’ RATES GO UP 

Des Mornes, July 5—Crediting 
cost increases for the move, Better 
Homes & Gardens has announced 
general rate increases effective 
with its January issue. Rate card 
No. 46 boosts the cost of a bw 
page from $10,200 to $10,900, and 
jumps a four-color page almost 
$1,000-—from $13,940 to $14,900 


‘DIGEST’ ADJUSTS RATES 
New York, July 5 eee 
| rates for the Paris, Provincial an 


| Belgian editions have been ree 
|vised downward by Reader's 
Digest International. The ane 


;nouncement supersedes one mad@ 
}last month which reported raté 
increases, the lower rates being 
|attributed to “production econ- 
omies.” 

At the same time, “a slight ine 
crease” in Intercontinental edition 
rates was announced. 

| New rates, effective with No« 
vember issues, are based on thé 
following b&w page tariffs: Parig 
edition, $430 (down from $445); 
Provincial, $800 (formerly $900); 
Belgian, $260 (was $285); Intere 
continental, $185 (was $175). 


RATE HIKE PLANNED 
FOR ‘BUSINESS WEEK’ 
| New York, July 6—Business 
| Week will increase its net paid 
| yearly average guaranteed circula- 
|} tion from 200,000 to 215,000 ef- 
fective with its issue of April 5, 
1952, and will adjust its advertis- 
ing rates, effective with that issue 
New b&w page rate will be $1,990 
| Present rates will be available to 
advertisers through the issue of 
March 29, 1952. The magazine will 
continue its “selective circulation 
| policy of soliciting subscriptions 
only from men in the management 
levels of business and industry,” 
H. C. Sturm, advertising and busi- 
| ness manager, said 


_Goodyear Tire Names Three 


W. M. Ecclestone has been 
named manager of tire-sales of 
Goodyear Tire & Rubber Co. of 
Canada, New Toronto, The com- 
pany has also appointed D. S 
Hewitt tire sales supervisor of the 
Hamilton district, and E. A. Ca- 
hill assistant division manager 


Appoints McConnell, Eastman 

The Montreal office of McCon- 
nell, Eastman & Co. has been ap- 
pointed agency for Block & Ander- 
son Ltd., Canadian subsidiary of 
a British business machine manu- 
facture! 


Names Charles Wilson S.M. 
Associated Wood Products of the 
Northwest, Portland, Cre. has 


named Charles R. Wilson sales 
manager. 
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Buyers of Frozen Orange Juice in Seattle 
Almost Triple Since 1950 ‘Times’ Survey 


The of 
products and new brands is 
apparent in the fourth annual 
Seattle Times Consumer Analy- 
i bused on a 5,000-family 


SEATTLE, 
new 


July 3 surge 


sam- 
pl 


Frozen orange juice, bought by 


only 10.3% of the consumer sample 
in 1950, now is bought by 28.5% 
Minute Maid, a newcomer not 
shown in previous reports, has 
taken the lead as the preferred 
brand for 30.3% of those using 
frozen orange juice. Real Gold 
moved up from 10.1% last year 
to 24.6% this year Birds Eve 
dropped from 25% last year to 
16.6% this year, but because so 
many more families were using 
frozen orange juice, Birds Eye 


nevertheless nearly doubled in the 
number of families with a prefer- 
ence for the product 

Among general household laun- 
dry soaps, Tide took the lead, with 


The COURIER- EXPRESS 


SELLS 


WESTERN NEW YORK 


Because WESTERN N. Y. 


1S SOLD ON THE 
COURIER-EXPRESS 
ONE REASON is that in ad- 


dition to outstanding news 
coverage, this fine paper 
carries a choice selection of 
nationally known feature 
writers and leading comics. 


OUTSTANDING WRITERS 


Drew Pearson Josephine Lowman 
Bugs Boer 
Robert C. Ruark 


Eleanor Roosevelt 


Walter Lippman 
Ed Sullivan 
Joseph and 
Stewart Alsop 
Henry McLemore 


Hedda Hopper 
Alice Hughes 


THE PROOF is found in 
the fact that the circulation of 
the Sunday Courier-Express* 
is the largest in the eight 
Western New York counties 
which constitute the Buffalo 
market...and that the morning 
Courier-Express is widely ree- 
ognized as the best key to sales 
to those families with the 
most money to spend. 


*290,348 ABC Audit, 9 30 50 


COLOR 
for Greater Selling Power 


Full color (two, three or four) 
... black 


plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


available weekdays 


Western New York's Only Morning 


and Sunday Newspaper 
REPRESENTATIVES 
SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
Gets Read Thoroughly 


21.9%, 
years 


a preference of compared 
with 3.3% two ago. White 
King held second spot with 15.1%. 
In the dishwashing 
gory, lvory’s 
45.2% 
34% 
moved 
lowed 
Drett 


cate- 
lead dropped from a 
preference rating in 1948 
year, while Tide 
14.6% this year, fol- 
two other detergents 
7.8% and Surf at 5.6% 


soap 


this 
in at 
by 
at 


gw As soaps for fine fabrics, Ivory 
and Lux clean the field. Ivory 
holds a preference of 49.2%, little 
changed in four years. But Lux, 
second at 23.8%, has dropped 
steadily from 34.8% as syntheiic) 
detergents moved in } 

Television, new to Seattle late 
in 1948, was in 17.9% of house-| 
holds by January, 1951, when the 

Times’ survey was made. Metorola, 
RCA Victor and Admiral were 
| bunched as the leaders. An indica- 
tion of how post-Korean buying 
fe television is evident from the 
| survey The 1949 analysis showed 
that 7,383 families intended to buy 
TV during the year. The 
number, checked a year later 
in the 1950 analysis, actually turn- 
ed out 7.770. But, for 1950, 
the number of prospective pur- 
chasers reported was 11,461, while 
the number who bought TV sets 
during the vear turned out to be 
22.361. 

This year, 10,653 families in Jan- 
uary they would buy a TV 
The biggest block of prospects | 
in the $2,000-$4,000 income | 
group | 


set 


as 


to be 


said 
set 


are 


e The number of families indicat- | 
ing they would buy replace | 
major appliances during the pres- 
ent year were: Electric home food 
freezer, 4,641 families, equivalent 
to 2.6% of families in Greater} 
Seattle; electric range, 6.6% ; elec- | 
tric refrigerator, 5.6%; gas range, | 
0.6%. and electric dishwasher, 


or 


Chevrolet is the leading make in 
consumer preference among those 
planning to buy a car in 1951, but | 
its lead here has been reduced 
sharply by Ford. This year 19.1% 
of those planning to buy a new} 
car list Chevrolet as their prefer- | 
ence; 18.2% list Ford; 9.2%, Ply-| 
mouth, and 7.9%, Buick. Last year 
the preference among those who} 


planned to buy ran: Chevrolet, 
32.9%; Ford, 10.6%; Plymouth, 
7.4%, and Buick, 6.2% } 


Toni is tops in consumer prefer- | 
ence for home permanent kits, but 
has given ground in the past two 
years. Toni’s preference is 66.9% 
this year, against 72.2% last year] 
and 82.9% in 1949. The big gainer 
is Richard Hudnut, at 20% this} 
year, 17.4% last year and 11.1% 
in 1949. The use of home perma- 
nent kits still is on the increase. 
The number of buyers is reported 


as 51.1% this year, against 46.4% 
in 1949. 
The Times’ survey was con- 


ducted by Allen R. Potter, research 
manager for the paper. The sample 
covered 5,000 families in the ABC 
city zone, with 175,789 families 
ind a population of 544,945. 


American Glassware Jubilee 
Promotion Set for Oct. 7-13 


The machine, table and kitchen- 
ware division of the American 
Glassware Assn. will hold a na- 
tional American Glassware Jubi- 
lee Oct. 7-13 

In addition to the Jubilee’s mer- 
chandising, advertising and pub-| 
licity program, eight participating 
companies wil] tie in with the pro- 
motion. They are: 

Anchor Hocking Glass Corp., 
Lancaster, O.; Bartlett-Collins Co., 
Sapulpa, Okla.; Corning Glass 
Works, Corning, N. Y.; Fed- 
eral Glass Co. Columbus, O.; 
Hazel-Atlas Glass Co., Wheeling, 
W. Va.; Indiana Glass Co., Dun- 
kirk, Ind.; Jeannette Glass Co., 
Jeannette, Pa., and Libbey Glass, 
| Toledo, O. 


VEILED REFERENCE—To introduce a new line of furniture, Royal Metal Mfg. Co., 


Chicago 


is using this teaser-type ad as a forerunner for the fall unveiling of 


the line. This one will appear in the July and August issues of Modern Beauty Shop. 


Increased Sales of 
Tires, Batteries, 


Accessories Seen 


CLEVELAND, July 5—TBA Direc- 
tory and Buyers’ Guide, published 
by National Petroleum News, esti- 
mates a 15.5% increase in tire 
sales for 1951; a 27% increase in 
battery sales, and a 25.5% increase 
in sales of accessories 

The figures are based on an an- 
alysis of TBA market potentials 
for 1951 prepared by George L 
Switzer, manager of the TBA de- 
partment of Shell Oil Co. 

Non-lubrication services han- 
dled by service stations, including 
tire and tube repairs, car wash, 
battery recharging, etc., are esti- 


mated to go up 15%. 


@ The total TBA sales potential 
in 1951 is put at $4,714,000,000, 
broken down as follows 
Motor oils and 
lubricants 
Lubrication services. 
Other regular 
services 
Tires and tubes 
Batteries 
Automotive acces- 
sories ecco ees 
Other merchandise . 
The publication estimates 
in 1951 there will be 39,500,000 
passenger cars in use, each con- 
suming 650 gallons of gasoline for 
a total mileage of 385,125,000,000 
Copies of TBA Directory and 
Buyers Guide are available to 
advertisers and agencies from Na- 
tional Petroleum News 


$674,000,000 
954,000,000 


330,000,000 
932,000,000 
ae . 415,000,000 
. 896,000,000 

514,000,000 
that 


Dillingham Forms Chem-File 

Chem-File Inc., a card file 
rental service of technical data on 
chemicals and cherhical materials, 
has been formed by W. B. Dilling- 
ham, formerly associate publish- 
ing director of the catalog divi- 
sion of Reinhold Publishing Corp 
Offices are at 42 Broadway, New 
York 


Kalmbach Names Albert Rung 
Albert M. Rung Jr., eastern 
sales manager of Kalmbach Pub- 
lishing Co., has been promoted to 
assistant to the publisher in the 
Milwaukee home office. 


Buys ‘Canadian Countryman’ 

William Weld Co., London, Ont., 
publisher of Farmer's Advocate & 
Home Magazine, has purchased 
Canadian Countryman, effective 
Sept. 29, and will consolidate the 
two publications as Farmer's Ad- 
vocate & Canadian Countryman. 
Advertising rates have been set 
at $1.20 per line. Publication dates 
will be the 2nd and 4th Saturday 
of each month, starting Oct. 13. 
Until the end of September the 
two farm papers will continue to 
publish as heretofore 


Wisconsin Leads Beer Market 

Wisconsin led the nation last 
year in beer consumption with a 
per capita average of 27.5 gallons, 
according to Modern Brewery Age. 

he national per capita average 
was 17 gallons, based on a total of 
2.5 billion gallons sold. 


Advertising Age, July 9, 1951 


Business Activity 
Slow in June, Say 
Purchasing Agents 


New York, July 3—Business ac- 
tivity declined more sharply in 
June than for any month since 
June, 1949, according to a survey 
made by the National Assn. of 
Purchasing Agents 

Lower output schedules were 
reported by 21% of the purchasing 
agents queried 

“Production, which started down 
in April,” the report says, “In an 


attempt to find a balance with 
lower demand, showed a further 
slackening in June.” Defense or- 
ders are not filling the gap, the 
report notes, al.hough companies 
have stepped up their search for 
defense business because of poo 


civilian demand 


e Prices are showing weakness, 
according to the survey, with the 
largest number of items having 
price downturns since October 
1949. Among the skidding items In 
June were alcohol, appliances, 
used cars, corrugated containers, 
cotton linters, some cutting tools, 
drills, fats, cereal grains, some 
lumber, mercury, vegetable oils, 
quicksilver, rubber, silver, textiles, 
tin and turpentine 

Buying policy, says the report, 
is “very conservative,” with com- 
panies tending to purchase goods 
on a 90-day About 85% of 
the reporting companies are buy- 
ing on that Purchasing 
agents are taking a very cautious 
view of the next two months, the 
report says 

“Reduction in new orders, cut- 
backs in production and postponed 


basis 


basis 


deliveries of finished goods,” the 
report says, “are causes for de- 


ferring deliveries of easier-to-get 
items.” 


Newspaper Group Buys Mill 

The Hennepin Paper Co. mill 
at Little Falls, Minn., has been 
bought by five newspapers and a 
newsprint broker for a reported 
$1,500,000. Purchasers are: Ga- 
zette, Charleston, W. Va.; Cleve- 
land News and Plain Dealer; San 
Antonio Express and News; Tulsa 
Tribune and World, and Walter D 
Peek, New York 


Politz Changing Address 

Alfred Politz Research Inc., New 
York, will move te 270 Park Ave 
July 14. 
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INCORPORATED 


AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


NORTH MICHIGAN AVENUE - 


CHICAGO 1. ILLINOIS 
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Three Pick Up ABC 
Television Shows 


New York, July 3—Things 
were humming in the new busi- 
ness department of ABC-TV last 
week. 

The network signed 
sponsor for the new Monday 
through Friday daytime telecast 
starring Don Ameche and Frances 
Langford. Effective Oct. 2 Cory 
Corp. will air a 15-minute seg- 
ment of the 60-minute show twice 
weekly. Dancer-Fitzgerald-Sample 
services this account 


its first 


Earl Wrightson’s “At Home” 
weekly program will be heard 
over ABC-TV starting Aug. 30, 


through Anderson & Cairns. C. H. 
Masland & Sons sponsors this 15- 
minute show, which last vear was 
televised on Columbia. 
Jacques Kreisler Mfg 

which has dropped “Kreisler| 
Bandstand” on American, will pre- 
sent a new 30-minute thriller over 
the same network on alternate 
Fridays starting Aug. 3. Hirshon- 
Garfield is the agency | 


S. California Admen Elect 

J. L. Quisenberry of Axelson | 
Mfg. Co., Los Angeles, has been! 
elected president of the Industrial | 
Advertisers of Southern Califor- 
nia. Other officers elected are: D 
O. Hanson, Oil & Gas Journal 
Clarence Davenport, McCarty Co 
both of Los Angeles, and Howard 
Carlson, Marman Products, Ingle- 
wood, v.p.s; Fred Stiefler, Bethle- 
hem Pacific, and T. R. Colville, 
Byron Jackson Co., also Los | 
Angeles, secretary and treasuret 
respectively. 


Co., | 


of 


Johnson Joins Landphere 

Fridolf Johnson, formerly head 
of Contempo Art Service, Los An- 
geles, has joined the staff of Max 
Landphere & Associates, San 
Francisco 


Colonial Federal to Shor 


Colonial Federal Bank, Phila- 
delphia, has appointed Herbert B. 
Shor Inc., Philadelphia, as_ its 
agency. 


CATCH THE EYE 


When you're looking for 
timely, lively, humon-in- 
terest photos L-O-O-K to 
Eye*Catchers for o wide 
variety of subjects. Write 
on letterhead for FREE 
Proofbook No. 15. 


EVE*CATCHERS, Inc. 
207 E. 37th St., N.Y. City 16 
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15,000,000— Discussing Advertising Council 


plans for helping to recruit 


15,000,000 volunteers for the nation’s civil defense organization ore (left to right): 
Willard A. Pleuthner, Batten, Barton, Durstine & Osborn, head of the campaign's 
agency task force; Edword G. Gerbic, Johnson & Johnson, volunteer coordinator 
of the program; Millard Caldwell, federal civil defense administrator, and Fairfax 
M. Cone, Foote, Cone & Belding, who is chairman of the Advertising Council. 


Chester Lang Named 
to New PR Position 
at General Electric 


ScHENEcTADY, July 3—Chester 
H. Lang, a v.p. of General Elec- 
tric Co. for the past ten years, has 
been named to the newly created 
of v.p. in charge of public 
relations 

Although pres- 
ently v. p. in 
charge of appa- 
ratus marketing, 
Mr. Lang is cer- 
tainly no stran- 
ger to the duties 
of his new 
tion. He has en- 
gaged in adver- 
tising, publicity 
and sales promo- 
tion activities at 
GE since 1922, and has long been 
active in the Advertising Federa- 
tion of America, serving its 
president for two years as 
board chairman later. 

The responsibilities of the pub- 
lic relations position at GE “have | 
been considerably broadened as an | 
integral part of policy-forming top| 
management,” Ralph J. Cordiner, | 
president, said in announcing the 
appointment of Mr. Lang 

In 1922, Chester Lang 


post 


posi- 


Chester H. Lang 


as 
and 


was 


A PRE-SELECTED, HEALTH MINDED MARKET: 
TODAY'S HEALTH provides this market with an authentic and 
authoritative source of information concerning all phases of 
Healthful living, Healthful protection and Medical progress. ‘ 


4,000,000 READERS: 


Over 80% are married home-makers. More than half of these 
families have more than one child. Over 73% own their own homes 
and more than 61% have above average incomes. 


A RESPONSIVE MARKET: 
“Naturally we are thoroughly 
the cost per name is under 
using bring inquiries at $7.00 


to find a publication in which 
; other publications we have been 
each.” Name on request. 


It will be a pleasure to send you complete information or send a repres»™tative. 


todays health 


CHICAGO 10, ILL. 


ac adens 
AMERICAN MEDICAL ASSOCIATION 4 0 lone get CTED RES i 
535 N. DEARBORN STREET - ° 


named assistant manager of GE’s 
publicity department, and four 
years later was appointed comp- 
troller of the budget. While in this 
position, he devised an effective 
sales direction plan for operating 
the company’s sales departments 
and field offices. 


e He became manager of advertis- 
ing, broadcasting and publicity at 
GE in 1932. Interested particularly 
in commercial problems, he later 
organized a market research divi- 
sion, which has been an important 
factor in the company’s postwar 
planning. 

A recognized authority on in- 
dustrial marketing, Mr. Lang has 
been responsible, as head of the 
apparatus division, for handling 
GE's business in equipment for 


power generation, distribution and | 


utilization for util\ties, industry in 
general, and government agencies 

He is generally credited with 
starting the first large-scale GE 
institutional advertising cam- 
paigns. He also has started several 
training courses in advertising and 
sales. 

William V. O'Brien, formerly 
commercial v.p. and assistant 
manager of marketing policy in 
New York, has been named com- 
mercial v. p. and manager of mar- 
keting of GE’s apparatus market- 
ing division, to succeed Mr. Lang 


WESTINGHOUSE FORMS 
INFORMATION DEPT. 


PirtsBuRGH, July 3—Westing- 
house Electric Corp. today an- 
nounced the formation of a depart- 
ment of information services, 
which will handle the company’s 
public relations, employe relations 
and related 
tivities. 

Dale 


ac- 


McFeat- 
ters, who has 
been director of 
employe infor- 
mation for six 
years, will be di- 
rector of the new 
department. Pri- 
or to joining 
Westinghouse in 
1945, Mr. Mc- 
Featters had been 
business editor of the Pittsburgh 
Press for six years 


Dale McFeotters 


He announced the following ex- 
ecutive appointments in the new 
department: Charles N. Fry, man- 
ager of public relations, and 
Charles A. Ruch, manager of em- 
ploye information. Mr. Fry for- 
merly was manager of general 


publicity in the public relations de- 
partment and Mr. Ruch was editor 


ot the company’s weekly newspa- 
per, “Westinghouse News.” John 
B. Campbell of the public relations 
department succeeds Mr. Ruch as 
editor 

Manager of technical informa- 


tion in the department will be C. 
A. Scarlott, who also will continue 
to edit the “Westinghouse Engi- 
necr.” Harry W. Smith becomes 
manager of community services 


Atom-Proof Drink 
Doesn't Satisfy 
State’s Watchdogs 


Hartrorp, July 3-—*Scientif- 
ically treated, atom-proof carbon- 
ated water” made its appearance 
in Connecticut briefly last month 

Then the state dairy and food 
commission asked Cott Beverage 
Corp. to delete the phrase from the 
label of its new sparkling coffee 


| drink, Coffee Cott 


John J. Cott, gencral manager 
of the company, pointed out that 
he was merely cooperating with 
the U. S. Office of Civilian De- 
fense, which has pointed out that 
extreme caution must b> exer- 
cised in connection with food or 
drink after an atomic attack, and 
that water and other beverages 
in sealed containers are most like- 
ly to avoid contamination 

He agreed to change the label, 
however, so that now it will say, 
“In event of atomic attack, the 
conten‘s of this sealed bottle are 
safe to drink.” 


S.C. Johnson Sets 


New Contest Drive 


Racine, Wis., July 3—A total of 
112 Sunday newspapers, plus Boys’ 
Life, Collier's, Life, Look, Open 
Road, Sport, Sporting News and 
True, will be used by S. C. John- 
son & Son beginning July 12 to 
boost the company’s Car-Plate, a 
liquid auto wax. 

Copy in the ads will feature the 
Car-Plate World Series contest, in 
which contestants are asked to 
suggest a name for a custom-built, 
yellow, two-passenger, European- 
type sport car designed by William 
Flajole & Associates, built by Fla- 
jole-Kehrig, and driven by Ted 
Williams. 

More than 1,000 prizes will be} 
offered, ranging from six 
to the first two World Series games 


seats 


plus traveling and living ex- 
penses—-through cash awards and 
baseballs, bats and gloves auto- 


graphed by Ted Williams, to charm 
bracelets of sterling silver. 

Entry blanks also will be dis- 
tributed through hardware and 
department stores, garages, service 
stations and other Car-Plate retail 
outlets. 

Needham, Louis & Brorby, Chi- 
cago, is the agency 


Mark Woods Resigns at ABC 

Mark Woods, vice-chairman of 
the 
can 


has 


board of directors of Ameri- 
New York, 


Broadcasting Co., 

resigned 
with “tentative 
{plans| to enter 
the advertising 
agency business 
or the radio-tele- 
vision consulting 
and brokerage 
fields.” 

ABC president 
for eight years 
prior to his ap- 
pointment as 


vice-chairman in Mark Woods 
1950, Mr. Woods, 

at 25, was named treasurer of 
National Broadcasting Co. at its 


inception in 1926. 


British Agency Formed 

Dolan Davis Whitcombe & Stew- 
art has set up agency offices at 
102 Park St.. Mayfair, W. 1. 
England. New York offices are at 
342 Madison Ave., and affilia- 
tions have been made with 36 
agencies in different countries 
Director of the agency is R. A 
Davis, formerly deputy managing 
director of Harry Ferguson Ltd 
Patrick Dolan, formerly with 
Foote, Cone & Belding, is manag- 
ing director. 


1 


X 


THE TOP 


SUCCESS 


Erie's only video out- 
let, WICU, and The Erie 
Dispatch cooperated to 
win the award of Col- 
gate, Palmolive, Peet and 
NBC for the best mer- 
chandising promotion in 
connection with Colgate 
Comedy Hour. 


Edward Lomb 


It's not that we won over 
more than sixty other TV sta- 
tions, it's what we did in 
showing how effective TV 
and newspaper tie-ins can do 
to move merchandise. 


In the few days of the con- 
test, more than 55,000 box 
tops were turned in by the 
160,000 Erie people and the 
thousands of folks in the rich 
Tri-State area who watch the 
TV shows on WICU and sub- 


scribe to the famous Erie 
Dispatch. 
For this one advertiser, 


WICU gave more than 600 
promotional plugs, we ran 
more than 100 stories in The 
Erie Dispatch, we had a 
whole raft of merchandising 
tie-ins, we staged a civic 
parade and really showed 
what effective newspaper-TV 
cooperation can do. 


Thanks for the award. 
We're going to win a lot 
more! 


Edward Lamb 


President 


WICU 


AND THE 
Erie DISPATCH 


@ WICU is closely affiliated with 
WTOD, Toledo, Ohio and TV 
Station WTYN in Columbus, Ohio 
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Can you name these 


These men carry a lot of weight! 

Their brawny chests and iron arms have been viewed by millions. Their 
feats of strength have awed two continents. 

Even they couldn’t tear in half all the photos that have been taken of 
their mighty muscles! 

But though millions have seen them in person, on posters, in newspapers 
and magazines, did you recognize Joe Bonomo, the great Sandow, Louis 
Cyr? Or was the only Strong Man you knew the inimitable Popeye? 

Yet Popeye became famous... only in the comics! 

Every Sunday morning, some 18 million adults (and their youngsters ) 
settle down to follow Popeye's latest adventure in PUCK, the only national 
comic weekly. 

He’s one Sunday caller that is welcomed warmly, eagerly, week after 
week. And so are Blondie and Dagwood, Tillie the Toiler, Little Iodine, 
Donald Duck (and now Hopalong Cassidy!) and all the other beloved 
PUCK characters! It wouldn’t be Sunday without them! 

It’s hard to measure the warmth of a welcome in cold statistics. But look 
at these proven facts: 4 out of 5 adults read comics. Advertising in PUCK 
gets more readers per dollar. Identical copy gets 3 to 5 times more thorough 
readers in PUCK than in top weekly magazines. (Starch) 


€ King Features Syndicate 


famous muscle men? 


Outstandingly successful firms like Procter & Gamble Co., Armour & Co., 
Ralston Purina Co. and others have, for years, been consistent users of space 
in PUCK, The Comic Weekly. 


eeeseocee @eeeeeenes 


What Sort of People Read Comics? 


New York University’s famous survey says that 81.1% of all urban adults 
read comics Who are they ... married... single... rich... poor... edu- 
cated . . . illiterate? Detailed answers are available in the interesting 
booklets “Adult America’s Interest in Comics” and “America Reads the 
Comics.” These booklets will be sent to interested advertising and business 
people without charge. Please ask for them on your letterhead. 
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THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly —A Hearst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bidg., San Francisco 
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